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A number of the most successful sales letters quoted in this book 
were written at the early age of fifteen to nineteen years by that 
clever advertising genius Philip Lennen, head of the Lennen & 
Mitchell advertising agency and creator of the four-million dollar 
account of Old Gold cigarettes. 

^Portions of this book were included in Part I of "How to Deal 
with Human Nature in Business," formerly published by Funk & 
Wagnalls Co. , " y 



HISTORY OF THIS BOOK 

The best credentials this book has to offer lie in 
its own history. The story is not untouched with 
romance of the kind that American business is 
familiar with. At the same time there is no more 
instructive introduction to a formulation of prin 
ciples than an account of the circumstances in which 
those principles first came to light. The story began 
in 1903 with the publication of the first four-volume 
edition of this set of books on Writing and Speak 
ing the English Language, and it is something to 
their credit that the principles seem to be just as 
effective today as they ever were. 

The four little volumes had been prepared after 
a preliminary test of the material as a course in a 
correspondence school conducted by the Chicago 
Tribune under the direction of Dr. E. Benjamin 
Andrews. Out of the hundred courses offered only 
two showed signs of popularity a course in book 
keeping and this course in English. But no pub 
lisher could be found to bring out the books. It was 
said that book-buyers demanded bulk and weight in 
books when they paid their money and these little 
books would be laughed at, though later we found 
that what buyers did say was, "If that book contains 
all that is essential in grammar, I believe I shall 
have the time to read it through," and the small size 
was one of the most popular features. The writer 
5 
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had no money, but a friendly salesman named Britton 
got Sears, Roebuck & Co. to offer to list the books 
in their catalogue, and dowry Chapman induced a 
new correspondence school to place an order for five 
hundred sets. At the same time a writing job 
promised the author two hundred dollars in cash", 
and a volume of "The World's Greatest Short Stories" 
published the year before on royalty had proved a 
success. On the slim credit of these prospects a 
Chicago printer, a paper dealer, and a binder ex 
tended the thousand-dollar credit necessary to pro 
duce the books, and they came out in May, 1903. 

A one-inch advertisement in a business magazine 
failed to pay, but a quarter page broke even. The 
System magazine had at that time just been moved 
from Muskegon to Chicago and a manager named 
Timrnau was in charge of advertising. He offered 
three pages (then worth about fifty dollars each) 
on condition that orders for the books should come 
to his desk and he should keep $1.12 out of the 
$2 received, while for the remaining 88$ the author 
should ship the books prepaid. Gambling a whole 
page of advertising at a time seemed to this writer 
reckless, but Thurnau insisted. He blocked out the 
advertising copy and said he wanted the author to 
write it, though the latter had never done such a 
thing before in his life. The copy was an attack on 
"commercial jargon" the stiff formalities of old- 
time business letter writing. The first issue ap 
peared on the fifth of August, in the dead heat of 
midsummer. On the twelfth the author went hesi 
tatingly around to Mr. Thurnau's office to see if 
anything had been heard from the announcement, 
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and was astonished to find that there were nineteen 
orders, each with $2 attached. That single page 
within thirty days brought in about $300 all told, 
and was the beginning of a relationship with the 
magazine extending over three years, during which 
$20,000 was spent in advertising and 25,000 sets of 
the books sold. 

The names of the buyers of those books was one 
of the assets which the author acquired on which 
he had to make good by finding something else he 
could sell to them. What should it be? B. H. Jeffer 
son, advertising manager and one of the partners 
of the Lyon & Healy music house, had had trouble 
with the English of his correspondents, and so was 
led one day to invite the author to lunch and to make 
a suggestion to him. Said he, "Your set of books 
on grammar is all right, but what we need is a 
specific application to business letter writing. Now 
I'm going to give you an idea out of which you can 
make a lot of money. I shan't charge you anything 
for the idea, but if you get rich out of it you can 
present me with a nice oriental rug [he afterwards 
received the rug]. Here is the idea: You write a 
series of instructions on business correspondence 
which you print on cards just large enough to slip 
into a man's inside coat pocket where he can keep 
them quite private and where they will always be 
handy for him to look at in odd moments. Send a 
couple of these cards each week for about six months, 
and provide him a looseleaf binder in which he can 
file them. Charge a good price for them. Ill buy 
a dozen sets for our correspondents to start you off 
with, and write you a nice testimonial which you can 



8 HISTORY OF THIS BOOK 

send out to other business houses. If you are 
willing to take my advice you will make some money." 
The author didn't waste any time in taking the 
advice, the Lyon & Healy order was placed, and 
the testimonial was written and reproduced in fac 
simile. It proved to be the first of a long series of 
similar testimonials. However, for the first six 
months the course did not pay. An advertisement 
in the Saturday Evening Post was a loss. The 
title "Business Correspondence and Advertisement 
Writing for Business Men" was not a "pulling" one. 
Then in preparing a circular to go out to the names 
of bookbuyers received from System, the happy 
thought came of substituting for the meaningless 
letterhead an advertising head reading "The Cody 
System How to Write Letters that Pull," and the 
letter ended with "Pin a dollar bill to this letter and 
send in the enclosed return envelope at my risk. 
If you are not satisfied with the first six lessons, 
which will be sent by return mail in a looseleaf 
binder, the money will be promptly refunded." This 
brought in a flood of orders. Eef unds did not exceed 
three per cent, and the balance of ten dollars for 
the series was collected on the remaining orders 
within one-third of one per cent. Some sixty thou 
sand dollars worth of courses were sold to the fifty 
thousand System names which Philip Lennen after 
wards piled up with help of another book which was 
then entitled "How to Do Business by Letter," and 
the first works on modern business correspondence 
were launched. The psychological principles of 
human appeal through written words which the 
author had studied intensively in story writing proved 
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equally effective and much more profitable when 
applied to business correspondence. The book and 
short course opened the way for a personal service 
course at ninety dollars which was taken by busi 
ness managers in all lines of business over the 
United States, and proved equally successful in each 
of them. At the same time it gave the author a 
chance to study the problems of many different lines 
of business under business men who had succeeded 
in them, because in order that they might apply the 
principles of advertising appeal, they had first of 
all to instruct the author in the basic appeals of their 
businesses. 
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How to Do Business by Letter 
s" 

r~ CHAPTER I 

iYSTEM IN HANDLING COBKESPONDENCE 

How to Write One Hundred Good Letters 
/> a Day 

JjL You write one hundred letters a day. 
,-jThey all seem to be different. 

(J^ In any large coiTespondenee, the majority of the 
letters will be routine that is, on one, two, or three 
general subjects. They may all have the burden, 
"Pay up"; they may all say, "Buy my goods"; they 
may be answers to inquiries on one particular line 
of goods; they may be answers to complaints about 
shipments. 

Carefully think over the letters of any typical 
day. Divide them into a few classes. Take up first 
the largest class. With carbon copies of a day's 
letters before you, choose a number which are typical 
of the largest class. Read half a dozen of these 
aloud in succession; you will be surprised to find 
how much alike they are. 

There is a great likeness ; there is a little difference. 

The first thing you w r ant to do is to find out the 
best ways of handling the part that is common to all. 

Spend an entire evening studying that type over. 
13 



14 BUSINESS BY LETTER 

Try to think of new, good ways of expressing your 
meaning. Drop your old hack-phrases and get new, 
natural ones. Spend several hours in writing one 
letter in different ways. Choose the best ways not 
one, but several. Then take up another letter of the 
same class, and work on that very slowly. Kefer to 
any good models you may have at hand, to any cor 
respondence you may receive of this kind. 

Make one really good letter. 

With this good model in your mind you can vary 
in a multitude of ways in your dictation on the spur 
of the moment, though without making any essential 
or very important change; and if the model is good, 
the variations can be made correctly though quickly. 

Then take up another class of letters and master 
that. 

But master one kind of letter at a time take a 
week for it if necessary. A great deal of time spent 
in preparation of this kind will save vastly more 
time in the routine of your work, and you can com 
pose in a few seconds a letter just as good as if you 
spent a day over it. The chances are, indeed, that 
when you are once fully prepared, you will write a 
better letter if you write quickly than if you write 
slowly. 

Forms and How to Use Them Successfully 

Demosthenes had a book containing forty or fifty 
perorations suitable for any occasion. 

We find those form paragraphs used again and 
again in his greatest orations. 

He studied until he found the very best possible 
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way of saying a certain thing, or several good ways, 
and then he stuck to them. 

Do not attempt to write form letters in ordinary 
correspondence. 

Use form sentences. 

Study carefully the easy and natural ways of say 
ing some of the things you have to say often. Find 
two or three ways of saying the same thing. Im 
prove those forms whenever you can. 

Then use them judiciously. 

Beware of falling into a rut. Don't use the form 
because it is a form and easy; use it because in that 
form you have found the best possible way of saying 
what you have to say. That is why Demosthenes 
used his form paragraphs. 

When to Use a Form Letter 

If you have a large number of inquiries, all just 
alike, it would be folly to do otherwise than follow 
the best possible reply that you can devise with the 
most careful study. Get a form and let the type 
writer copy it. 

If you have a large number of inquiries all just 
alike except for the addition of some slight question, 
begin or end your letter by giving the special in 
formation, and in the rest of the letter follow your 
form. 

When you write a circular letter to persons you 
have never heard from or cannot distinguish, divide 
those persons into classes according to profession, 
habits, or education and position in the world, and 
write an entirely separate form letter for each class, 
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adapting 1 that letter to the class just as carefully as 
you would to an individual. 

Never use form letters in writing to persons you 
know are different, whose letters to you differ ever so 
slightly, or who will feel somehow that you are 
putting them in a wide class. The only good form 
letter is the one which each reader will think was 
a carefully planned letter to him alone of all the 
people in the world. 

Leam to Freshen Your Letters 

Letters as well as advertising need to be freshened 
occasionally, and freshened in a radical way. It is 
not enough that the same customer does not get a 
particular form letter twice. If letters are always 
worded in the same general style, written on a letter 
head that has long been familiar, and carry the same 
general arguments, they are not going to have their 
maximum of success. 

It is impossible for one man to invent many 
different styles, and when you want a new style it 
is advisable to get a new man to do it. 

While one letterhead used year in and year out, 
so that it is an established trademark, is a good 
thing for all routine business, soliciting letters should 
be sent out on a constantly changing style of paper 
and printing. Vary the color and quality of the 
paper, the arrangement and design of the type, and 
provide a new but characteristic design or cut. The 
changes need not be great; but the impression of 
the whole should be fresh. 

No mistake could be greater than to abandon a 
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well-composed literary form. Phrases worked out 
with great difficulty and tested by success should not 
be discarded without careful consideration. Change 
is desirable, but it should not be too radical. In 
deed, if one has worked out a dozen good ways of 
putting a thing, those dozen ways may be combined 
in thousands of styles, and the fresh combination is 
a fresh letter. 

And after one good form has been used till it 
grows stale and is laid aside, one may often return 
to it after a time with great success. Every good 
letter and advertising form should be kept in a file 
for constant and ready reference, and the good things 
that have been done should be often reviewed that 
nothing of value be lost till it is completely ex 
hausted, if that time ever comes. At the same time, 
a man with brains must be constantly behind every 
set of forms or they will certainly lose their potency. 

When a series of form letters have been sent out 
to a list of persons who ought to give good business 
but have failed to do so, it is well to sit down and 
dictate to each person on that list an original letter 
even if it is not as good as the regulation form. A 
remark or two may be written by hand at the bottom 
or the side, and the signature should always be in 
the handwriting of the dictator, even if a firm name 
is signed. 

Variation in the general appearance of letters 
may be secured by using different typewriters and 
sizes of type, and different colors of typewriter rib 
bons. 

But the power behind all these efforts at variation 
is the restless, resistless, energetic, and determined 
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man. A prize-fighter may receive a blow over the 
heart and not be affected by it, or a blow over the 
eye, or in the pit of the stomach 5 but let him get all 
those different blows in succession, from a man who 
takes him wherever he seems to be weak, and after 
awhile he will succumb. The same is true of the 
customer. He may not yield to solicitation on this 
argument, or on that, or on some other; but he may 
yield on all combined, put forth by a man who is 
never weary. 

It takes energy and hard work to write continually 
fresh letters. Nothing is harder than originality 
maintained at high pressure. But it is for work of 
that kind that a man is paid; and he is usually paid 
according to the amount and value of the work he 
does. 

System in Freshening Publicity 

Even if an enormous amount of advertising and 
letter writing is being done, each new advertisement 
and each new soliciting circular letter is an experi 
ment. The wise man will have a series of experi 
ments in hand all the time. He will get up a new 
letter or a new advertisement every week and will 
put it out where he can test it. He will watch it 
with the greatest care, continually checking up re 
sults. The failures he will drop. The successes he 
will have in readiness for a new campaign. He will 
never go into a large campaign with that which has 
not been thoroughly tested, any more than a railroad 
company would build a new bridge with steel that 
had not been tested because they had built one bridge 
and found it all right. 
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If you are promoting business in any way, see that 
your testing department is always busy. 

The form-paragraph system is peculiarly adapted 
to complaint letters. (See Composition, Part II.) 



CHAPTER II 

HOW TO DEAL WITH HUMAN" NATUBE BY 
LETTER 

1 
When to Write a Short Letter and When a Long One 

DON'T WRITE EXACTLY THE SAME KIND 
OF LETTER TO ALL KINDS OF PEOPLE. 

Consider: Do you always write a short letter 
whenever you can 1 ? 

Do you have a weakness for long letters? 

Stop. The first step toward "system in corre 
spondence" is the ability to write a long letter when 
a long letter is required, and a short one when a 
short letter is best. 

Write a Long Letter to: Write a Short Letter to: 

A person of leisure. A busy business man. 

A woman. An indifferent man on 

A customer who has whom you want to make 

asked you a question. a sharp impression. 

A customer who is A person who has 

angry and needs quiet- written you about a 
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Write a Long Letter to: Write a Short Letter to: 

ing down, and will be trivial matter for which 
made more angry if you he cares little, 
seem to slight him. A man who wants only 

A man who is inter- a record or a piece of in- 
ested, but must be con- formation, 
vineed before he will buy A person who needs 
your goods. only the slightest re 

minder of something he 
has forgotten or over 
looked. 

How to Bo Business "by Letter 

E"ever write a longer letter than you have good 
reason to believe will be read all through. A busy 
business man will never wade through a long ex 
planation. 

If the person to whom you write has plenty of 
time, and wants to hear what you have to say, write 
as long a letter as your time and brain will permit. 
Though a person may write short letters because he 
finds it hard to write long ones, he likes to get and 
read long ones that clearly state all the matters he is 
desirous of knowing. 

A woman will usually read through the longest 
letter, and likes a full explanation. 

When a customer writes for special information, it 
is discourteous to cut him off with a short letter, 
and the discourtesy is usually felt keenly. 

When a customer has become very angry about 
some real or fancied wrong, and has given a great deal 
of time to thinking over his troubles, the only hope 
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of keeping ills business lies in writing Mm a long, 
sympathetic, heart-to-heart, frank talk, conceding 
all you can, and doing your utmost to get him 
into a reasonable frame of mind. It will pay for 
the special effort. 



How to Write a Letter That Will Get Attention 

It makes a great deal of difference whether you are 
writing to a man who knows little or nothing of you, 
soliciting him to give you his time and attention; or 
to one who has written to you for information. It 
is one thing to circularize a list of names, and quite 
another to get orders from inquiries sent in' response 
to advertising. 

When you circularize a list of names, the first 
letter sent serves the purpose of the newspaper or 
magazine advertisement. It must above all get atten 
tion^ and get it in a very effective way, for circu 
larizing is at least twenty times as costly as general 
advertising, and the circular is just about as likely 
to be put in the wastebasket as the advertising pages 
to be turned over without being looked at. 

A first soliciting letter must be constructed on 
precisely the same principles as an advertisement: 
It must attract attention; it must fix the attention 
immediately on something that will correspond to a 
want (alive or dormant) in the reader; it must state 
clearly and concisely just what you have to offer; 
it must give some proof; it must indicate the price 
and the simple and easy way to get the thing offered. 

The great danger is that you will say too much. 
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A first letter should be no longer than a fair adver 
tisement. 

Attention should be attracted by color of paper, 
oddity of envelope, a beautiful picture, especial 
neatness, high-priced stationery, or the like. These 
things take the place of display in advertising. 

The attention should be fixed by some strong, 
direct, personal appeal to some known want. For 
example: "Can you spell? I have the only home- 
study spelling-book ever published, and it gives re 
sults which I dare say is true of nothing else you 
ever tried in this line." 

There is nothing like frankness in explaining your 
method, and just how your medicine or your machine 
or your plan of instruction works. This should be 
done briefly, but very pointedly. 

While testimonials are generally enclosed on a 
separate sheet, the strongest endorsement you have, 
if it exactly fits your customer, should be given in 
the letter; or you may make some general endorsing 
statement, calling attention to testimonials. 

Finally, state clearly just what you want your cus 
tomer to do, and arrange everything conveniently 
and to his hand, even to providing a blank and say 
ing, "Sign here." There is nothing like making 
things easy. 

Perhaps the most difficult subject on which to write 
a circular letter that will get attention is advertise 
ment soliciting. I get three or four such letters 
every day. I glance at them and throw them in the 
wastebasket. One never thinks of answering a cir 
cular soliciting letter. I have only a certain amount 
of money to spend on advertising, and I have made 
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up my mind pretty well where I wish to place it. 
Now and then a canvasser comes into my office and 
persuades me into something, but a letter for Collier's 
Weekly sent out by Conde Nast got my interested 
attention. It was an imitation of typewriting, on 
good linen paper, with a neat, simple head printed 
in green ink. The letter was in green type. The 
effect was odd, but pleasing. A calendar came at the 
same time, and was worth having. That gift got my 
attention. 

So I read the letter. I was interested in what had 
been done. The figures seemed to carry some proof 
with them. When I finished I should have been 
willing to do something for that man. But he hadn't 
asked me to do anything, and his letter did not really 
convince me that I should place my advertising in 
his medium. I should have listened with interest to 
any argument he might have presented. 

This letter was very effective in getting attention, 
and in setting forth how the periodical was reaching 
its readers; and it offered some proof of advertising 
value in the number of lines printed during the year 
just passed; but I think it should have done more 
then and there. Had I been writing that letter I 
should have enclosed a postal card asking what 
advertising was contemplated for the year to come, 
and what classes of people it was especially desired 
to reach; also what space would most generally be 
used. "With that information, an advertising man 
ager might bring special proof of results secured by 
others in that line, and also proof that the periodical 
went to the class of people the advertiser wished to 
reach. It would have been well, indeed, to give in 
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the letter itself at least a line in regard to the class 
of people who read Collier's. 

Most good advertising matter wins on some one or 
two strong points; but if it could be strong on all 
points it would win more. 



How to Write a Letter that Will Develop Interest 

Whatever a first letter does, it must get the atten 
tion of the receiver it must make a favorable im 
pression. As the letter must be brief, the interest 
may not be very deep. The susceptible customer will 
respond at once; the less susceptible customer will 
need to have his interest developed. 

The second letter should be just like the first, only 
longer, stronger, more detailed. Try to develop the 
want and make it alive by showing the customer just 
how much better off he would be if he had the article 
you are selling. Then tell once more, and more in 
detail, just how your appliance or scheme works, 
just what it is. If you have three good endorsements 
in the first letter, give six or seven in the second. 
Once more enclose blanks and point out every step 
necessary to be taken, including "Sign here. 7 ' 

Many people are indolent, and much business is 
lost by making the process of getting a thing too 
long or hard. The ideal way would be to reduce the 
necessary effort to that of signing one's name to a 
postal card and dropping the card in a letter-box. 
The object is to get a man to decide while he feels 
like it. 
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Often it is a good thing- to give some inducement 
for immediate decision a slightly lower price, easier 
payment, or some small premium. If these are not 
practicable, an argument for immediate action may 
be introduced, as in the ease of soliciting life insur 
ance. It is said that almost any man you meet on 
the street will say he believes in insurance, and is 
going to take some out nest month, or next year, or 
"later." The important thing is to make him decide 
now. 

Great care should always be taken never to en 
close too much in a circular letter. Only one thing 
at a time, and not too much of that! Your letter 
the first time may be note-paper size, typewritten, 
double-spaced, one note page and a few lines on 
another. The endorsements may be printed on the 
lower half of the second page, where they cannot 
be missed. Three or four good ones are enough. 
A booklet describing more in detail how the thing 
works, or the story of its development, may be 
enclosed for those who have leisure for, and want 
more reading-matter. 

^ The second letter may be single-spaced full letter- 
size, with twice as many testimonials. It should be 
the very strongest argument you can possibly make. 
Your motto in this letter should be "Now or never." 

Letters to Get Life Insurance Business 

One of the most successful life insurance agents I 
know recently sent me a couple of letters which 
appear to me to meet the two main objections more 
squarely and successfully than any letters I ever 
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saw before, and I have seen a large number. The 
first is devoted to the questions of delay putting the 
matter off. It sets a date May 30. Pass that date, 
and your neglect costs you $190. 
Here is the letter. 

Dear Sir: 

I desire to call your attention to the fact that in 
life insurance the rate is always figured at the 
nearest age, that is, you will be rated at your present 
age until six months after your birthday; therefore, 
if my record is correct, your age changes on May 
30, increasing the cost of $10,000 insurance $8 for 
every year during the continuance of the policy, 
which aggregates with 5 per cent, interest for the 
period named, $190. 

This increased cost can be saved by taking the 
insurance NOW, or before you are rated one year 
older. 

If you are contemplating taking any insurance, 
you, of course, do not care to pay more than is 
necessary when you can secure it at a less price by 
acting now. 

I enclose herewith statistical statement on the 
above policy. 

Yours truly, 

The second great objection to meet is, "Can't afford 
it!" To meet this, offer the cheapest thing in life 
insurance that is to be had. When a man says he 
cannot afford it he is usually thinking of a high- 
priced policy. If he were confronted with an offer 
of life insurance at "fire insurance rates," he would 
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probably be startled, and the objection of cost would 
be overcome as far as it could be. Here is a letter 
accompanying a statement in which $10,000 insur 
ance is offered for $115. The clever argumentative 
comparison to fire insurance would catch many a 
business man, for most business men would be 
horrified at the idea of failing to carry fire insur 
ance on their buildings and stock. 
This is the letter: 

Dear Sir: 

Term Life Insurance is now written at practically 
the same proportionate cost as is Fire Insurance. 

You would never permit a valuable building to go 
uninsured against loss by fire. Why should you in 
sure the PROPERTY which is the product of your 
life-work, and let the LIFE that produces the prop 
erty go uninsured? In event of a fire, there is likely 
to be a partial loss, while your death must be a total, 
irreparable loss to your family. 

I take the liberty of enclosing herewith a state 
ment for a Convertible Term Policy which I know 
will prove of interest to you, as it has these great 
advantages : 

1. It gives you excellent protection at the very 
lowest premium. 

2. It grants you the option of exchanging the 
policy at any time for any other contract issued by 
the Company without medical examination. 

3. It enables you to exchange this policy within 
the next five or seven years and secure the benefit 
of your present age and lower rate, giving you the 
choice of any other policy written by the Company 
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upon your paying the back difference in premiums 
with interest. 

4. It gives you insurance temporarily while you 
are deciding what permanent contract suits you best. 

5. It secures approval of the risk now, while, if 
delayed, you might not be able to pass examination. 

The policy has the very important feature of be 
ing paid in an annual income to your beneficiary for 
a certain number of years, if you so desire. 

I should be pleased to make an appointment at 
any time convenient to you, and discuss this matter 
more in detail. 

Yours truly, 

I believe that if insurance men would concentrate 
upon these two points, and persistently follow out 
this course of hammering away on the added cost of 
every year, figuring it out in cash, and also per 
sistently keep low-priced insurance to the fore till 
there is an opportunity to talk the higher-priced 
they would win inevitably over the men who spread 
themselves over the whole subject. 

There is another point on which I wish to give a 
word, however. The endowment is a favorite policy, 
but I never saw a statement which showed me just 
what I could expect to get. Most men are a little 
slow at figures. A calculation balks them. Every 
thing should be figured out so that it can be seen 
at a glance, and no calculations, even the most simple, 
should be required of the reader. Make a little 
table. 
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How to Write a Letter That Will Compel an Answer 

Many business men (most business men, in fact) 
are afraid to say anything- irritating to a possible 
customer for fear they will frighten that customer 
away. But scientific irritation is often one of the 
most useful things in the world. There is a large 
class of men that will remain deaf to all your argu 
ments, all your testimonials, all your persistent 
hammering, but will respond to judicious irritation. 
I found that out when I was reviewing books and 
wrote to publishers for review copies. It was a 
kind of advertisement soliciting. Often my earnest 
requests were ignored, but very seldom my slightly 
irritating letters; and I learned to write them so that 
I almost never got a refusal. The publisher was a 
little annoyed; but he did what I wanted him to do. 

ISText to the irritating method of getting an answer 
is that of good-humored persistence, or frank appeal 
for courtesy from man to man. 

The irritating type: "Dear Sir: Will you be 
courteous enough to mark the enclosed postcard and 
return it. When one man addresses another, even 
though unsolicited, innate courtesy would prompt 
an answer. 

"To give this answer honestly will require but a 
small effort on your part, and I ask you as a per 
sonal favor to me to grant this courtesy." 

The postal card with this letter, self -addressed, 
of course, may contain exactly the questions you 
would like answered, as for example, 
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"Are you in the least degree interested in ?" 

"Have you had time to read any of the matter sent 
you?" "If you are not now in a position to take 
this matter up, are you likely to be at any time in 
the future?" "When, approximately, would you like 
another copy of any of the circulars sent you?" 
"Would you like more evidence that we have exactly 
the thing for you?" "Do you prefer not to be 
troubled further in this matter?" 

The postal card may be arranged to be checked, 
with blank dotted lines, and the man's name may 
even be written at the bottom of it, so all he has to 
do is to cheek. 

It is important to know when to stop writing to a 
possible customer, and in the majority of cases about 
the third letter is the time to find out. Only those 
who indicate continuing interest should be followed 
up. It will usually be cheaper to drop the dead 
ones and look for a new and fresher list. In many 
cases the money will be much better spent in direct 
advertising, where new inquirers will respond with 
fresh enthusiasm. 



Letters to Compel an Answer 
A poor letter: 

In writing an irritating letter to compel an answer 
it is important that the greatest care be taken not to 
be discourteous or give any real ground for offense. 
The following letter was written by an amateur who 
overdid the matter, and succeeded in making an 
enemy : 
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Dear Sir: 

There are two kinds of men who consider my 
proposition the wide-awake kind and the slow kind. 
The wide-awake man may have reasons for not 
closing with my offer; but if he does he knows 
what they are and states them frankly and courte 
ously. 

I have written you several times, and it would be 
only courteous in you to let me know whether you 
have received my letters, and if they have interested 
you. I enclose a postcard, and I appeal to you as 
a gentleman to take a few seconds to write upon it 
your feelings on the subject I have been presenting. 
Truly yours, 

One postcard came back with the inscription, "My 
feeling is that you are an ass." The reference to 
wide-awake and slow kinds of men was a mistake. 

A better method: 

A simple device for compelling an answer and one 
which has been proved to work more often than any 
other is to write a personal letter stating your case 
briefly and making a simple, courteous, inoffensive 
inquiry concerning what you want to know. Coming 
at the end of a series of soliciting letters, such a 
letter as this is not likely to bring an answer. When 
sufficient time has elapsed (ten days or two weeks) 
enclose a copy of this letter with the following: 

Dear Sir: 

I enclose a copy of a letter which I sent you two 
weeks ago. I shall be greatly indebted to you if you 
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will have the courtesy to reply at your early con 
venience. 

Very truly yours, 

This contains just the right amount of irritation 
not to offend, not the least part of which is the device 
of enclosing copy of the letter previously sent. 

Here is a letter that might be used in some cases : 

Dear Sir: 

I have written you a number of times in regard to 
a matter that is very near my heart. I should like 
to interest you in what I have to offer. I have now 
said, however, all I can say, and do not wish to 
trouble you further if it is useless to do so. 

As a gentleman, appealing to a gentleman, I want 
to ask the courtesy of a line from you on the en 
closed postcard stating whether or not it is worth 
while to address you again. If you reply, I shall 
certainly appreciate your consideration. 
Truly yours, 

A letter of this kind should not be longer. 

Another form: 

Dear Sir: 

I have written you three times but have not had 
the courtesy of a reply to any of these letters. 

I admit that I wrote unsolicited, and that you were 
not under obligation to reply except as your per 
sonal interest or your sense of courtesy might 
prompt. 
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I trust that this "personal interest 77 or "sense of 
courtesy" will prompt you to use the enclosed post 
card to give me a brief answer to at least one of the 
questions. 

Yours truly, 

The card might read : 

Have you any interest in the subject of ? 

May I expect to hear from you later? When? 
Just what would you like if you were able to 
find it? 

5 

How to Do Business With a Seasonable Customer 

It is so easy to get along with a reasonable cus 
tomer that there is danger that he will be badly 
treated. He is given the worst selection of goods 
because all the best have been picked out for the 
chronic kickers; little attention is paid to explaining 
things to him, because it is known that he will 
understand all the circumstances when they are ex 
plained. He is sympathetic and sees your point of 
view at once. Being sympathetic is, indeed, a sort 
of weakness of his, and you naturally take advantage 
of him. 

The result is that some day your reasonable cus 
tomer betakes himself elsewhere, and while he 
answers all your letters politely, you never find out 
just why he transferred his trade to someone else. 

Here are a few rules for guidance in dealing with 
a reasonable customer so as to keep him as a perma 
nent asset of the house, for the reasonable customer 
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rightly treated is as good as a dividend on the stock 
any day, and not only a dividend for this year, but 
for next, and so on indefinitely. 

Never let the smallest matter go unexplained. An 
appearance of being arbitrary is most destructive 
of business. If you are slow in replying to a letter, 
even, explain briefly what has caused the delay. If 
you cannot get an order out just when promised, 
write in advance of any complaint and tell just why, 
and just what may be expected. 

Never argue. State your case fully and clearly, 
and if your customer is not convinced, turn squarely 
about and try to arrange some plan that will be 
satisfactory to him. The reasonable customer wants 
to get matters settled as quickly as possible, and 
nothing is so sure to drive him away as dragging 
things out tediously. 

Be frank. State your position in regard to a rise 
in prices, for instance, or refusal to handle certain 
goods, or the like, and let the customer come to 
appreciate your view. As a reasonable man he will 
do so in time if you are right. 

It is quite a mistake to allow your attention to be 
drawn away from the reasonable customer to attend 
to the complaining or difficult one. Business is done 
with the reasonable customer. He is the one to con 
centrate on. Then do the best you can with the 
others. 

A System to Keep Reasonable Customers Satisfied 

The great trouble with the easy and reasonable 
customer is that he never makes any complaint, and 
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you don't know but that he is perfectly satisfied till 
one day you find he is no longer on your books. 
Then you wonder what in the world has happened to 
him. 

The majority of one's customers are likely to be 
of the reasonable kind, and it is on them that your 
income chiefly depends. It is very important, there 
fore, that you have a system that will automatically 
attend to complaints which are never reduced to 
writing, but are just as real even if they exist only 
in the minds of the customers. 

Every correspondent should observe these rules: 

1. Answer every inquiry fully, however trifling; 
explain fully everything that may seem arbitrary or 
peculiar, however slight it may be. The man who 
neglects trifles because they are trifles, is a fool, 
since the biggest orders are given because the smallest 
ones have been so well eared for. Look on every 
small order as a test, an experiment, which may 
lead to the largest at any rate to a large total in 
a year. 

2. Always explain delays. If for any reason 
whatever, even if the fault is not your own but 
your customer's, a delay occurs, write and explain 
it. If it continues for ten days or more, write at 
the end of ten days and report progress. Nothing is 
so irritating as seeming negligence; nothing so pleas 
ing as unsolicited attention. 

3. Whenever you can, call the attention of your 
reasonable customer to some special bargain or 
qu'ality or the like. Usually these favors are re 
served for the difficult customer; but it will pay just 
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as well to give them to the reasonable customer 
probably it will pay better. 

Being attentive is largely a habit and a custom. 
If this habit, if this custom, is established in a 
business house, it will probably be found that the 
foundation has been laid for a great and permanent 
business. This habit of attention to customers applies 
especially to business done by mail. The mail-order 
customer is at a distance and there is nothing to 
remind you how he feels. You must go by faith. 
The only thing that will keep you up to the mark 
is a habit that applies to everyone and is always in 
force. 

These attentive letters are very simple and easy to 
write, and no particular models or examples will 
help to make them any clearer. They need not be 
long, unless length is necessary to explain fully 
what you have to say. The essentials are simply that 
they be filled with the spirit of courtesy, and that 
you do by others as you would that others should 
do by you. The Golden Rule of religion is also the 
Golden Rule of business. 

Here are a few simple examples : 

Dear Sir: 

We are sorry to say that we are entirely out of 
the style of sideboard you have ordered, and we 
learn from the factory that they have none on hand 
ready for immediate shipment. A new lot will be 
ready in about ten days, and if we do not hear from 
you we shall forward the sideboard you wish as 
soon as it is ready. If you prefer, we might give 
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you something a little different; or If delay would 
inconvenience you we will return your money. We 
trust, however, that it will be satisfactory to you 
if we ship in about ten days. 

Very truly yours, 

Dear Sir: 

We were positively assured by the factory that 
the sideboard you ordered would be shipped today. 
We have reason to believe, however, that there may 
be a delay of another day or two. We are doing 
everything we can to push the matter on. 
Very truly yours, 

Dear Sir: 

We are pleased to inform you that the sideboard 
was shipped yesterday. We have asked the factory 
to follow it with a tracer, to prevent unnecessary 
delay in transit. 

Very truly yours, 

6 

How to Bo Business Witli an Irritable Customer 

Irritable people are usually aware of it. It is 
more often than otherwise a physical matter ill- 
health or a nervous disposition. The irritability 
means little or nothing 1 . It is simply something that 
must be borne. 

Now the average man is irritated by irritation. 
He cannot stand fussing and fuming all the time; 
he dislikes a scold. He therefore scolds back, or 
shows his irritation in the words he uses. 
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Many an irritable customer can be made a perma 
nent friend by simply treating him all the time in a 
polite, easy, friendly manner, never showing the 
slightest offense at any exhibition of irritation, but 
rather being obsequiously polite at all times. As I 
have said, the irritable person usually knows he is 
irritable, and he is grateful to one who ignores it 
and treats him as though he were the best-natured 
man in the world. And such gratitude often leads 
such persons to extremes of business devotion. 

Controlling one's temper in letters is largely a 
matter of habit. Many people only half do it. They 
try to do it, but allow a lot of nasty little digs to 
creep in. The tone of their letters is in that case 
more disagreeable than if they were frankly offen 
sive. 

In a business house the irritable customers should 
be picked out and given to the correspondent who 
is constitutionally good-natured, and has learned the 
wonderful art of being professionally polite and 
sympathetic. Such a person should the complaint 
correspondent always be. No letter with even a 
slightly disagreeable tone should ever be allowed to 
pass; but when a customer is irritated, sympathetic 
good nature should especially abound. A sense of 
humor, too, is invaluable; but much discretion must 
be used if banter is indulged in, for we must re 
member that the average person is too stupid to com 
prehend it. 

Good humor in letter writing is something that can 
be learned and practised just as much as anything; 
and there is perhaps nothing that a firm can so well 
afford to pay for as this. The correspondent should 
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reflect that this is an element worth money, and that 
he gets his salary in part for displaying it. "When 
he has mastered it he has a right to ask for a raise. 

Fagging Letters and How to Handle Them 

A customer who is always complaining and nag 
ging writes as follows: 

I return your invoice for $165 for a page adver 
tisement in your magazine, and also a copy of the 
advertisement, in which I have marked half a dozen 
errors which I corrected in the proof, but to which 
you paid no attention. You make me say, like an 
idiot, "common/ 7 when I wrote "uncommon/ 7 and 
"then/ 7 when I wrote "when." I do not choose to 
pay $165 to be made a fool of ; and I decline to pay 
on the ground that I did not order the advertisement 
as it appeared. Please write it off your books. 
Yours truly, 

A poor reply: 

Dear Sir: 

We have your letter of the th, and have read it 
with a good deal of surprise. Don't you think $165 
a rather large price to charge us for a couple of 
minor typographical errors, which were perfectly 
obvious to even the most casual reader as errors ? 
If we are obliged to take this bill into court to 
collect it, don't you imagine that the impression that 
you are a fool would be intensified rather than 
lessened? We are willing to make a reasonable 
allowance for the annoyance caused you by the 
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errors; but we cannot admit that the value of the 
advertisement was seriously injured by them. 

I you wish to secure the cash discount on this 
invoice, payment must be made before the 10th of 
the month. 

Very truly yours, 

After a letter like the above, your irritable cus 
tomer would die rather than pay the bill. 

A better reply: 

Dear Sir: 

We thank you cordially for calling our attention to 
the two gross errors in your advertisement. We have 
been trying to trace the responsibility for the neg 
lect in taking notice of your proof -corrections, and 
we assure you we shall make every effort in our 
power to avoid such a thing in the future. We 
know how annoying errors are, even if they do not 
destroy the business value of the advertisement. In 
this case, most fortunately, the ordinary reader could 
hardly help perceiving that something was wrong, 
and making due allowance for it. 

Suppose we give you an extra quarter page in 
our next issue? While we feel sure you will get 
just as many answers to this advertisement as if it 
had been all right, still we heartily appreciate the 
annoyance the matter has caused you, and we wish 
to make what recompense we can. Accordingly we 
enclose a credit for the extra quarter page next 
month, and trust you will find it advantageous to 
continue your full page. 

With deep regret, Yours very truly, 
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The invoice should not be enclosed in this letter, 
but should be returned in a separate enyelope by a 
later mail. The sight of it before the letter has had 
a chance to do its work might rouse him again. 
The chances are that nothing further would be heard 
of the matter and the account would be duly paid. 
The dispute is thus nipped in the bud and settled 
before it has had a chance to grow into a sore. Some 
business houses would neglect the matter and let it 
run along till several hundred dollars' worth of busi 
ness had been killed because a settlement had not 
been reached. Delay in matters relating to money 
is nearly always fatal. 



How to Do Business Witli a Woman 

An enormous amount of business is done with 
women, or on account of women; and yet the aver 
age man knows less about dealing with a woman than 
about any other item in the list. 

Much depends on the class of women one is trying 
to reach; but the following suggestions apply to the 
average woman: 

Always be scrupulously, formally polite to women. 
The formally polite manner is the one that has most 
influence with them. They prefer, too, to receive 
letters in "smart" envelopes, on rich-looking paper, 
with the social air about them. Women believe in 
dress, and stationery is the dress of a letter. Busi 
ness men, as a rule, prefer plain, simple good taste 
in stationery, and rather suspect anything with an 
air of smartness. 
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A few polite phrases should always be put into 
a letter which goes to a woman; but the facts should 
be stated very simply and plainly, without argument. 
Reasons, explanations, arguments are not for women; 
or if an explanation is required, it is best to cloak it 
in polite phrases and make it in the nature of an 
apology and a promise that the same thing will not 
happen again. 

When a matter of business is opened with a 
woman, it should be pressed to a conclusion as 
quickly as possible lest she change her mind, but if 
her answer is "no/ 3 it is often possible ten days 
later to bring it all up afresh, in a new light, and 
have it decided over again and possibly in your 
favor. The great thing is to do it in a fresh way, 
and lightly, so as not to be boring. 

Thousands of women are frightened away when 
they are forced to a point. Things must be laid 
before them and they must be left apparently utterly 
free to do as they like. It is often useful to praise 
or recommend a little the course you do not want 
them to pursue, lest they think you are all on one 
side and go to the other extreme through suspicion. 

It invariably takes a good deal of time to do busi 
ness with a woman; but you cannot drop a matter 
and suppose that any progress will be made while 
you are attending to something else. 

Never be surprised if you do not get a reply from 
a woman. She always expects a man to write two 
letters to her one. 
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The Deference Due to Woman 

Probably more than half the business done in this 
country is done for women, or at the instance of 
women, or in some way because women wish it, even 
when they do not appear in the transaction in any 
way. The money expended for the home, for clothes, 
and for food, all passes through the hands of women 
and their desires turn the current in this direction 
or the other. If the advertiser and correspondent 
could only find out what would influence the women, 
and would exercise the influence, the results would 
certainly be well worth the greatest effort. 

It is my observation that women are largely influ 
enced by what everybody believes, by the sentiment 
in regard to an article that pervades the air. The 
first time a thing is announced, a woman is not likely 
to jump at it. She wants to wait and see if any 
body else is going to get it. When she begins to feel 
that all the world is after it, she will join in the 
rush. The individual woman, too, is peculiarly sus 
ceptible to the repeated appeal, if it is light, fresh, 
and tantalizing rather than boringly persistent. 

A woman is also particularly susceptible to offers 
of something for nothing. Some offer that requires 
nothing more than the expenditure of a postcard 
is the best means of getting into correspondence 
with a woman; and then she is to be led on step by 
step. 

Again, the appeal to women must be almost en 
tirely through the senses or the emotions. Dainty 
colors, graceful shapes, clever suggestions for the 
pleasure of herself or friends, and above all light- 
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ness of touch in dealing with the matter, and the 
absence of eagerness to make a sale, are points to 
consider and cultivate. 

Letter to sell wall-paper: 

Dear Madam: 

Permit me to suggest a little scheme for the deco 
ration of your drawing-room. It is but one of many 
that we could execute at very small cost, and if you 
do not like it, we should consider it a kindness if 
you would criticize it freely and permit us to modify 
it to meet your ideas. 

Your furniture, you say, is for the most part red 
dish mahogany, and you have several south windows 
affording plenty of light. "Why should you not paper 
the walls with a rich wine-colored tapestry paper a 
simple tulip pattern in broad stripes rising to the 
ceiling and terminating at the top like interior 
oriental columns? The molding should be quite in 
the corner. We have recently furnished a room for 
one of the great houses in this style and color, only 
of course in real silk tapestry. But the paper looks 
so much like the silk at a distance that you could 
not tell the two apart. 

Then you might have fish-net curtains falling 
straight to the sill, with little green silkoline hang 
ings at either side. Curtains to the sill only are all 
the rage just now. 

The whole is very inexpensive. The curtains 
would not cost more than a dollar a window, and we 
could furnish the paper for only 40c. a roll, an exact 
imitation of the paper we are putting into another 
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great house that costs $8.00 a roll. "We are selling 
it at this price as a special leader this season. 

If you do not like this plan, we have a number 
of other good schemes which we should be pleased 
to offer you. 

If you wish this particular pattern, however, we 
would advise you to order at once, as it will not 
last long at the low price we are putting upon it. 
We sold four hundred rolls of it yesterday, and what 
is left is not likely to last long. 

We have some very pretty French bedroom papers 
that are great bargains at 20 cents a roll. 

Hoping that we may be fortunate enough to please 
you, and placing our best services and our entire 
stock at your disposal, we remain 
Very truly yours, 

Many women have tastes for that for which they 
are quite unable to pay, and they dislike to ask for 
anything cheap. It is therefore always well to offer 
something quite cheap, while talking of things that 
are expensive, saying a good word also for the cheap 
article. A woman will always buy the most expen 
sive thing she can afford, and there is little danger 
of spoiling a sale for that which is high-priced by 
offering the low-priced, and a sale may thus be 
obtained. 

How to Write to a Lady on a Delicate Matter 

Embarrassing situations frequently arise in which 
men feel wholly at a loss as to how a delicate matter 
should be discussed with a woman. For example, 
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suppose a young lady In your employ shows a tend 
ency to be frivolous and to neglect her work, and 
you wish to call her mother's attention to the matter. 
It is probable that if you tell the mother she will 
tell the girl, who will be furious with you, and you 
may stir up no end of discord in your office. Or 
perhaps among your employees some woman becomes 
rebellious and proceeds, as women are capable of 
doing, to make all kinds of trouble. How shall you 
deal with such a person? 

In the first place, these occasions are unpleasant 
in the extreme, and there is no way of avoiding the 
unpleasantness. But the best thing to do is to face 
the situation at once and be perfectly frank. A 
woman may be looked on as a child. Treat her with 
consideration, but with firm authority. "Write to her 
fully once, and then let her alone. Often by firmness 
and frankness a trying situation may be wholly dis 
sipated, and a rebellious woman transformed into the 
most loyal and hard-working servant. Let her have 
her way unrestrained, and there is no telling where 
the trouble will end. 

The majority of women are easily frightened, how 
ever, and it is an art to broach a difficult matter 
delicately enough. 

On other occasions delicate or squeamish subjects 
are to be dealt with in writing to a lady who is a 
stranger or a mere business acquaintance, and it 
seems almost impossible to find a suitable way to 
present the matter. It is a fact, however, that 
almost any subject can be treated with almost any 
person without giving offense if it is done in the 
right way. To find this right way is a very difficult 
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matter, but it can be fonnd by effort. A letter of 
this kind may be rewritten a number of times, eacli 
phrase weighed and slightly modified, and the whole 
tone changed by the change of a word. If a letter 
of this kind does not seem right, patiently hunt out 
the word or phrase in which the fault lies. Often 
a single word may cause the offense, though it seems 
as if the whole composition were wrong. Consider 
carefully the atmosphere surrounding each word, and 
the side suggestion with which it may be weighted. 

And in conclusion let me say that the secret of the 
control of every situation lies in one's own self- 
control. 

Delicate Letters 

My dear Mrs, Blank: 

You will probably be surprised to have this letter 
from me, but there is a little matter in connection 
with your daughter which I thought you would be 
glad to have me bring to your attention, and I am 
taking the liberty to write to you about it as a 
friend might. Miss Blank has been such a familiar 
figure in our office and we have liked her so much 
that we regard her as one of our business family. 

I hope you will treat what I have to say as strictly 
confidential, and something growing out of my sin 
cere friendship for you and your daughter. The fact 
is, Alice has been rather thoughtless in her relations 
with some of the young men in the office. I have 
tried to caution her myself, but you know a man 
is so awkward about these things that he finds him 
self unable to say anything directly without giving 
offense, which is the farthest thing from my thought. 
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I would suggest simply that you question the young 
lady, without mentioning the fact that I have writ 
ten you, and when you have found out the facts in 
the case, just call her attention to the unbusinesslike 
air of her manner. A slight warning, I am sure, will 
cause her to change anything that might be in the 
least degree objectionable to anyone. 

Miss Blank has been a faithful and competent em 
ployee on the whole, and I sincerely hope we may 
have the advantage of her services for a long time 
to come. 

With best wishes, Sincerely yours, 

Note. Observe that the writer wraps his hints in 
a cloud of words. A short letter would not do at 
all in a case of this sort. 

A Trank Letter to an Employee 

My dear Miss Blank: 

Por your own sake, as well as for the good of the 
business, I wish to call your attention to something 
which I am sure is no more than passing thought 
lessness on your part, but which produces an un 
pleasant impression. I have observed that ' your 
conduct toward some of the young men is not quite 
as reserved and dignified as it seems to me a con 
servative business organization would require. I am 
fully convinced that there is no essential harm in 
anything you have done, only a little youthful 
thoughtlessness. Nor would I wish to have you 
repress your spirits entirely. Just be a little more 
cautious. 
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Please do not show this letter to anyone else, nor 
mention the matter. I am writing to you purely as 
a friend, and to save you from possible embarrass 
ment from other sources. I value your services 
highly, and I certainly hope we may be favored with 
them for a long time to come. 

With the kindest wishes for your welfare, 

Very sincerely yours, 

A sensitive girl might be deeply wounded even by 
as moderate a letter as this; but if she survives it 
she may change her conduct completely and become 
a model employee. 

Letters of this kind, if prompted by kindness 
which is fully expressed in the letters themselves, 
though difficult to write, may accomplish their pur 
pose. That they are disagreeable duties may be 
true; but often we cannot avoid them. Undue 
brevity and bluntness are the things principally to 
guard against. Even when much firmer and more 
pointed letters than these are required, they should 
be written with true literary reserve and polite 
deftness. 



8 

Giving a Letter the Proper Tone How to Write to 
Your Superior 

It is a difficult matter for some people to give a 
letter just the proper tone, and they dread writing 
letters which have a personal bearing. Yet success 
often depends in a high degree on being able to 
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give just the proper tone to a letter on all occa 
sions. 

In writing to a superior one should write freely, 
frankly, and sincerely, but always with a certain 
deference, restraint. Opinions are freely submitted, 
the initiative is taken, and one goes ahead according 
to Ms best judgment. Yet the superior is kept fully 
informed, and his advice is asked politely whenever 
occasion arises for it. The opportunity to suggest 
or direct is always offered, but if advantage is not 
taken of it, the work proceeds just the same. 

One person may be just as competent as another, 
but a certain tone in letters will make all the differ 
ence. The tone that wins is the tone of deference, 
respect, and the flattery of attention. And yet this 
is only a tone, for independence, energy, and prompt 
ness to act are the things that are really valued. Any 
cringing subservience is resented, and so too is any 
obvious flattery. 

To attain this tone, which is perfectly natural to 
some people and so difficult to attain by others, one 
must keep oneself in the right frame of mind, think 
ing of the superior as the ideal boss even if it is 
necessary to idealize him a little, and then being 
perfectly sincere, straightforward, and natural. Ee- 
spect yourself as well as your superior, and at all 
times be a gentleman, and never forget that you are 
a subordinate. 

The right tone in letter writing is not a matter to 
learn and put on. It is wholly a matter of keeping 
oneself in the right mood or frame of mind. If one 
is not in the right frame of mind, the right kind of 
letter cannot be written, and it should simply be 
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postponed till the frame of mind is more propitious. 
If you are irritated, wait until the irritation has 
passed away; if you despise your superior and be 
lieve him a fool, don't write to him. Think what 
the ideal superior would be, and write to the ideal, 
not to the real one. At the same time do not allow 
yourself to be frightened or overawed. Cultivate 
respect for yourself, remember what is due to you, 
and quietly exact it by taking for granted that you 
are going to have it. 



Letters to Superiors 

Too formal: 

Dear Sir: 

I have to acknowledge receipt of your communica 
tion of July 29, and in accordance with your request 
I am enclosing my report for the month just past. 

Hoping it will meet your approval, I beg to remain 
Very truly yours, 

Too free : 

Dear Sir: 

As you request, I am sending you a report upon 
the work we have done during the past month. July 
is not the most brilliant month in the year for results, 
but we have done some hard work all the same. I 
have got a new system worked out for handling the 
men, and look to see big results from it next month. 

With the best of wishes for much business, I am 
Yours truly, 
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Too subservient: 

Dear Sir; 

I hasten to comply with your request of July 29, 
and enclose a detailed report for the past month, 
trusting- it will meet your approval. In comparing 
results for this month with those for June, I beg you 
to bear in mind the fact of the season and the diffi 
culty of doing business in the hot weather. I am 
glad to say, however, that we did better this year 
than in the same month last year. 

I have been thinking of a plan for handling the 
men which I should like to discuss with you as soon 
as possible. I believe it will give increased results, 
but I should not venture to try it without your 
approval. May I ask you when you think you will 
be able to pay us a visit again? 

Trusting our eiforts may have your kind approval, 
Kespectfully yours, 

A better letter : 

Dear Mr. Clark : 

In response to your request of July 29 I am send 
ing you a full report of our work for the past month. 
The record is not up to that of June, of course, but 
it is far higher than for the month of July last 
year. So I do not feel dissatisfied, though I should 
like to do still better. 

I have been thinking of a scheme for handling the 
men which I believe will add 20 per cent to our 
returns, and with your permission I am going- to try 
it next month. It is simply this: (The plan is 
briefly described.) 
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If you see any objection to it, I should be glad 
if you would let me know at once. Unless I hear 
from you to the contrary, I shall start it about the 
tenth of the month and try it out. It may not suc 
ceed, of course, and I do not guarantee it, but I 
think we can afford to take a chance on the experi 
ment. I hope you will agree with me, for I should 
like to see what will come of it. 

Eldredge is doing very well better than I ex 
pected. I am not so well satisfied with Keith. I 
wish I knew how to stir him up a little and make 
him work more. Hanley is doing as well as ever, 
and I think we ought to give him a raise this autumn. 
Do you think the firm will agree to it? I should 
like to put on two new men in September, but I 
cannot do it unless I am given a little larger allow 
ance for at least a month. It is impossible to make 
a new man pay his way in our business in less than 
a month. 

We shall be glad to see you whenever you can get 
this way, and I hope it may be in the near future. 
In the meantime, however, you may be sure that we 
will keep hard at work. 

Sincerely yours, 

It always pleases a superior to be told little details 
of the business, so that he feels he is keeping in 
touch with everything; but he doesn't want to be 
troubled with small and unimportant matters which 
the subordinate should settle for himself. The right 
tone in a letter depends on the right attitude of the 
person. If the attitude is right, the tone can easily 
be cultivated. 
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9 

How to Write to a Subordinate 

Some people get on well with servants and some 
people do not. Those who fail usually do so be 
cause they do not see things from the subordinate's 
point of view. Unless the superior can see things 
from the subordinate's point of view, it is not likely 
that the subordinate will see things from his 
superior's point of view. 

It is often the duty of a superior to handle many 
subordinates or agents by mail, and to get the most 
work possible, of the right kind, out of them. To 
accomplish this, the superior should be able and 
willing to do the work required himself. If he has 
done it and can do it, then he knows how it ought 
to be done, what it is reasonable to ask, and where 
difficulties are likely to appear. Only when a 
superior is and feels himself on a level with his 
subordinates, and makes them feel that he is on 
their level, will he best succeed in writing to them 
in the correct tone. 

The successful manager writes to his subordinates 
familiarly, yet maintaining a certain respectful tone 
such as that which he expects from them. Respect 
must be mutual, and if the superior does not respect 
his subordinate, his subordinate will not respect 
him. 

The art of letter writing depends largely on the 
power to say things by not saying them. A little 
restraint where freedom had previously been shown, 
a little failure to commend where commendation had 
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before been given, a little coldness where there had 
been warmth before these are the roost telling 
methods of criticizing and rebuking. If a subordinate 
is so dull or so blind that he will not understand, a 
frank, friendly, open talk orally or on paper is the 
only resource. 

In dealing 1 with reasonable human nature in all 
directions, nothing is more essential than always giv 
ing your reasons and explaining your motives for 
everything, at least to the extent of not seeming 
arbitrary. Some masters rule by fear, and by their 
arbitrary methods get a great de-al of work out of 
subordinates; but the moment such a master is out 
of the way, all effort relaxes. The sympathetic 
master keeps his men at work just as well when 
he is away as when he is on the spot, and that is 
the only kind of master a man can be by mail. 

Letters to Subordinates 
Too crusty: 

Dear Mr. Blank: 

I see that your man Keith is not doing as well^ as 
he did a month ago. We cannot have any going 
backward. If you cannot keep him up to the stand 
ard, it is your business to get somebody else who 
can be kept there. 

I note your plan in regard to handling the men, 
and will let you know later whether I think there 
is anything in it or not. As a rule, I think it is 
better to stick to what has been proved. We hire 
men to work rather than think up schemes. 
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I can't tell when I shall see you. It may be nest 
week and it may not be for a month. 
Yours truly, 

Too vague: 

Dear Mr. Blank : 

I have your report for July and have placed it on 
file. I wish you would write me in detail just what 
each man is doing, for I like to keep in touch with 
what is going on. 

I shall probably pay you a visit the coming month. 
Though I should like to get over by the 10th or 15th, 
it may be the end of the month before I can man 
age it. 

Hoping everything will go on smoothly, 
Very truly yours, 

The man who writes a letter like this creates the 
impression he is not giving proper attention to the 
business, and his subordinates are likely to get care 
less and not work up to their capacity. 

Good letter to a subordinate: 

Dear Mr. Blank: 

You did pretty well in July better, than last 
year. Your new plan for handling the men sounds 
good, and I sincerely hope you can work it out to 
success. You have my hearty cooperation in any 
thing that promises to bring results. 

I wish you would run over the men and give me a 
pointer or two on each one. We want to be generous 
to those who deserve it, you know, though of course 
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we expect good value for what we pay. In that 
matter I have to depend largely on your reports, 
and I hope you will make them as detailed as you 
can consistently. 

By the way, I heard an unfriendly report from 
Harrison's district the othdr day. It didn't amount 
to much, but I think it would be worth your while 
to keep an eye on what is going on over there. 

I see Billings wasn't in his usual form last month. 
It might be well to touch him up a little, though he 
has always seemed to be a good man. 

I am sending down some new printed matter. I 
wish you would let me know what you think of it. It 
is always important to the firm to have an unbiased 
expression of opinion from the men in the field, for 
they have a better opportunity for observation than 
we do here in the office. I am not quite satisfied 
with the sixteen-page booklet; but I couldn't see just 
how it ought to be improved. If any suggestion 
occurs to you, don't be afraid to send it on. 

I heartily congratulate you on the good work you 
and your men are doing, and I hope you will keep 
it up and improve on it. 

Cordially yours, 

The writer of this letter manages to get in a good 
deal of criticism, but without dampening the ardor 
of the man to whom he is writing. He mingles 
criticism with appreciation in a free and judicious 
way. 

This letter is very colloquial, though not precisely 
slangy. Colloquialism is winning when a superior 
writes to his subordinate, but slang would be un- 
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dignified. Perfect dignity, with cordial and friendly 
frankness and freedom, is the ideal for the superior. 



CHAPTER HI 

COLLECTIONS BY MAIL 

Money can be collected by mail as surely as by 
personal application, and more easily, but it takes 
more time to do it. 

First, try to see that your customer gets value 
for his money. Write to him often on that subject, 
and make him understand clearly just what you are 
making him pay for. 

Never neglect an account or let it drag. Many 
people think that if you don't press them for pay 
ment for some time you neglect doing so because 
you feel you have not given them good value, and 
therefore that they are not as much under obliga 
tion to pay you as they thought they were. During 
the past season I let my collections fall behind be 
cause I was too busy with new business to attend 
to them, and I found several of my clients thought 
I had forgotten them altogether and did not intend 
to enforce payment; and having made up their minds 
they were not going to be made to pay, it was hard 
for them to get the paying idea into their heads 
again. 

Without doubt the most effective means of making 
collections is by continued irritation. You can be 
sympathetic, argumentative, but be slightly disagree 
able too. This may at first be only a slight abrupt 
ness in your style. And remember that irritation 
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requires repetition. The simplest kind of dunning 
letter sent five or six times becomes Irritating. 

It is a difficult matter not to give offense to good 
customers by your irritation, and you should remem 
ber that whenever you see any signs that you have 
gone too far and your customer feels you are giving 
him more than he deserves, you ought to apologize 
and apologize profusely, even to a dead-beat. Praise 
his scrupulous business honor, and all that. Go back 
to plain and simple letters. After you have called 
a man a thief almost, and then gone back to some 
very short, simple dunning inquiry such as, "Will 
you let me know when I may expect something on 
this account f" your debtor will begin to think you 
are getting desperate. 

If you learn the art of writing irritating letters, 
and keep at it patiently, I do not believe you will 
ever have much occasion to use a collection agency. 
A collection agency is solely a machine for irritation, 
until you get ready actually to sue. Usually the 
man who would be good for a judgment will not let 
a case go to trial unless he feels he can win. If 
there is no dispute, and a man is willing to let a 
case go to trial, it is generally because he has noth 
ing and is judgment proof. If there is a dispute, 
I say, compromise, even when you fully believe you 
are right. Compromising is cheaper than law. Over 
a period of five years I brought a good many suits 
and won most of them, but found they had cost me 
all the money I had collected, and I had wasted my 
time to boot. Since then I have depended on letters 
exclusively. 

The following letters were originally designed to 
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collect a balance of $9 due on a book offer when $1 
deposit had been paid and the books had been sent 
on one week's approval. The books were good ones, 
for there were only three per cent of returns. On 
the remaining ninety-seven per cent, collection was 
made within one-third of one per cent over a period 
of about a year. 

The first letters are sales letters to prevent the 
return of the books. A personal criticism showing 
how to apply the general principles in the books 
to the man's own particular business is not given till 
the final payment has been made, and this is em 
phasized as a sort of inducement to hasten the pay 
ment. 

While the nominal approval time is one week, in 
practice one month has to be allowed, and it is not 
until the account is six weeks old that with the fourth 
letter the irritating process of collection is begun. 
I place great emphasis on the importance of laying 
a good groundwork in preparation for the real 
collection effort. In a straight sale no such elaborate 
preparation would have to be made, and the series 
might begin with the third letter. 

Note that the fifth letter is a very* stiff one, pretty 
sure to draw a response. If any are offended, yet 
pay, I always apologize and smooth them down. 
The sixth letter is a straight-out mild one that brings 
around many who were offended by the fifth and 
are put in good humor again by the sixth, yet would 
have paid no attention to the sixth had it come first. 

The ninth letter is a printed agency-form, and so 
is the tenth. The eleventh is a warning that the 
account will be turned over to a solicitor if collection 
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is not made. The point about the agency letters is 
that they have a bright red seal in the middle and 
look legal a change of venue has been taken. The 
wording of these letters makes little difference. 

On 30-day merchandise accounts, I should follow 
the practice of Marshall Field & Co. and send out 
a statement about the 20th of the month as a slight 
reminder that payment on the 10th or 15th has been 
overlooked. This is in addition to the regular state 
ment on the first of the month. Many manufacturers 
send out a brief letter just before the end of the 
month asking remittance so the account will not 
have to be carried over to the nest month on the 
books. 

When a statement is sent out the first of the 
second month after, I would write a pleasant sales 
letter, calling attention to the account and mention 
ing any new items which the customer might like 
to buy. I would always make the first collection 
letters sales letters asking for new orders, if the 
business is such as to permit this. 

Letting an account run along without writing any 
letters is to me highly objectionable, as statements 
may never reach the attention of the responsible 
man who draws the checks, but simply be filed by 
the bookkeeper. A letter will probably get to the 
right man, and a sales letter in which incidental ref 
erence is made to an account due cannot be offensive 
to anyone. 

If these friendly sales letters do not bring the re 
mittance, at any rate they have laid the ground for 
more irritating collection letters such as No. 4, No. 5, 
etc., in the following series. With the groundwork 
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laid, few business men can be offended by these 
severe letters. If only statements are sent with no 
letters, a first letter in this severe vein nearly always 
gives serious offense. 

When there is a discount for cash which I want 
taken, I always write a friendly note (form at the 
end) reminding the customer of the date before 
which payment must be made in order to get the 
discount. Two or three days after the date I write 
another saying if the account has been overlooked I 
will gladly allow the discount still if cheek is sent 
by return of post. Many disputes and much hard 
feeling would be avoided if this system of notifica 
tion by letter were followed more widely. I append 
a sort of final letter for small accounts. 

Letter to Go With Invoice: Always Beanired on 
Approval Shipment 

Dear Sir: 

I take pleasure in sending you my Private In 
struction Manuals for Business Men on approval, as 
you request, and enclose memo, bill for addi 
tional, giving you credit for the already paid. 

If not desired, the manuals should be returned within 
a week. 

Getting more business is a matter of "selling Eng 
lish," and also of getting a great number of minor 
details exactly right. 

You'll never succeed unless you study these details 
point by point and master them or if you do succeed 
you will not be able to repeat your success. 

My Private Instruction Manuals are the only pub- 



COLLECTIONS BY MAIL 63 

lications on earth where these seemingly common 
place little details are set down one after the other 
in such a way that they will actually enable you to 
book the orders if you follow the instructions step 
by step. They have done it for many others, and 
they will do it for you. 

But even more important is my personal letter of 
criticism, in which I show you how to apply these 
principles to your own business, how you can win 
out and actually make more money. 

Be sure to tell me what your business is when you 
remit and I will let you have this letter of personal 
advice and criticism at once. 

Yours faithfully, 

1st Collection Follow-Up 

Dear Sir: 

It is some ten days since I sent you on approval 
my Private Instruction Manuals for Business Men, 
and no doubt you have had ample time to look them 
over. I write to ask you to report on them at 
once. 

Remember that in these manuals you are not buy 
ing" an ordinary work at a high price. 

You get a vast collection of small details you can 
find nowhere else, every one of which has been tried 
out by experience, and which has helped many busi 
ness men actually to get more business. 

But the most important thing is the personal 
criticism I will give you if you decide to keep the 
manuals. This alone is worth the total price. It is 
important for you to have an espert show you where 
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you have failed in judging your customers, and how 
to prove your own merits, offset your competition, 
and secure orders or collections. If your follow-up 
system is weak, I will show you why. If you are 
planning an advertising campaign, I will put you 
on the right track. 

All things considered, my proposal is an extremely 
reasonable one. You get the personal letter of 
criticism as soon as you remit, if you state what 
your business is. 

Will you not favor me with a cheek, or at least 
inform me if you will keep the manuals 1 
Yours faithfully, 

2nd Collection Follow-Up 

Dear Sir: 

I sent you a set of my Private Instruction Manuals 
for Business Men on one week's approval; and as 
you have not returned them, though more than three 
weeks have elapsed, I take it for granted that you 
are satisfied and expect to remit. 

You get more for your money on this offer than 
on anything else I know of. 

This is a practical system for business men packed 
with more useful good things than any of the high- 
priced correspondence courses in advertising or sales 
manship, yet the cost is but . 

In the personal criticism I will show you what 
your weaknesses and your strong points are. A man 
ought to check himself up now and then and see 
where he stands. 

A remittance will be appreciated. State your 
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special line of business and get the criticism at the 
time you pay. 

Yours faithfully, 

3rd Collection Follow-Up 

Dear Sir: 

The Private Instruction Manuals, with which you 
get personal service equal to the full amount charged, 
were sent you with one week for examination, and 
billed at the cash-in-advance price. Though more 
than a month has elapsed I have not received the 
balance due. 

I am extremely anxious to get this matter closed 
up without further delay, and ask you to let me have 
a check at once. 

Yours faithfully, 

4th Collection Follow-Up 

Dear Sir: 

I am surprised that a courteous business man like 
you should not only neglect the balance due on ac 
count of my Private Instruction Manuals for many 
weeks and even months, but also should fail to make 
courteous reply to the letters I have written. 

If you don't intend to pay this bill you can, at 
least, let me know that fact. 

The enclosed stamped return envelope is for a 
check or for the REASON WHY NOT. A good 
reason courteously given will be highly acceptable, 
and that is something it is always within your power 
to give. 

Yours faithfully, 
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5th Collection Follow-Up * 

Dear Sir: 

I have written you four times about the balance 
due on the Private Instruction Manuals for Business 
Men you ordered many weeks ago. 

If you don't intend to pay, just say so, and I will 

pull off my coat and jump in for worth of fight. 

I always enjoy spending money to make a man pay 
his bills. 

If it is a ease of oversight, now is the time to make 
good and keep your reputation clean. Any excuses 
or explanations will also go safely in the enclosed 
return envelope, and if you have them, remember I 
cannot read your mind unless you speak up. 
Yours for quick action, 

6tli Collection Follow-Up 

Dear Sir: 

You received that last collection letter of mine and 
it didn't make you open your eyes and take notice! 

Well, well, well ! 

Really, I need this money badly just now. Won't 
you go out of your way, as a personal favor, to let 
me have a check by return mail or within a week? 
Yours in earnest hope, 



* Letters like this and No. 8 can be written only to 
persons you know will never send you any more business 
the actual dead-beats. 
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7th Collection Follow-Up 

Dear Sir: 

What kind of business man are you, anyway, not 
to have the courtesy to reply to any of the six or 
seven letters I have written you about the enclosed 
account? 

I want this money, or I want to know when I can 
have it, or why I am not going to get it. 

Courtesy is cheap, even when money comes hard, 
and I shall expect to hear from you by return mail. 
Very truly yours, 

8th Collection Pollow-Up * 

Dear Sir: 

I want to ask you a few heart-to-heart questions : 

Are you honest or a dead-beat? You know. If 
honest, an explanation of why you don't pay the 
enclosed bill will tend to prove it. 

Is the enclosed bill disputed by you in any par 
ticular? If so, I want to know all about it, and if 
you are honest you will tell me. 

Please save us both unpleasantness by dealing 
frankly and fairly with me, and suggesting some 
settlement of this claim. 

Very truly yours, 

A Reminder to Take Cash Discount 

Dear Sir: 

I hope you have received the shipment of 

which we made you via on the . 

* See note on No. 5. 
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I would remind you that Sept. 15 is the date for 

taking the cash discount of 5 per cent. If for any 
reason it is not convenient for you to remit by that 

date, please notify me promptly. 
Yours faithfully, 

Final Reminder on Cash Discount 

Dear Sir : 
If you have overlooked the cash discount of 5 per 

cent on your account, which should have been taken 
Sept. 15, I will still allow it if you will let me have 
cheek by return of post. 

A discount of 5 per cent is too large to be lost if 
a man can possibly avail himself of it. It is an 
extra discount I have given you in this form, and 
failure to take it doesn't look well for one's credit. 
If for any reason you do not find it convenient to 
remit, I shall expect you to set a date when I may 
look for payment, or let me have some explanation. 
Yours faithfully, 

For Small Accounts Overdue 

Dear Sir: 

The enclosed small account is considerably over 
due, and I sincerely hope you can favor me with a 
check by return mail. 

I am sure if you make a little effort in this matter 
you can clean up the account. Won't you please 
try, and let me have a word from you within the 
next few days? 

Cordially yours, 
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For Very Small Accounts Long Overdne 

Dear Sir: 

I have spent 50c. on postage and stationery in try 
ing to collect your small account. I can hardly 
afford to sue you. 

If you don't intend to pay it you can say so and 
save us both annoyance. Courtesy certainly requires 
a reply to this letter without delay. 
Very truly yours, 

Collections from Dealers 

The best kind of letter to get money as a rule from 
dealers is one that is slightly irritating but not suffi 
ciently so to be offensive. Most collection letters are 
too considerate. For example, you say, "If possible, 
kindly remit the enclosed statement before Oct. 24." 
You should say, "Your account as represented by the 
enclosed statement is already considerably overdue, 
and as I must have money by Oct. 24 to meet obli 
gations, I must request that you let me have a check 
by return mail. 

"I have sometimes let your accounts run a little 
longer than I should. When you need accommoda 
tion and I am in a position to give it, a request to 
me will always be honored. 

"But now I am in need of accommodation from 
you, and I shall be very greatly disappointed if you 
do not make a special effort to send me at least all 
you can on this account at once." 

If a man does not respond to a letter like that, you 
ought to go after him at once with something like a 
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sharp stick, hinting that he is not doing just the 

right or honest thing. If he gets angry, smooth 
him down, but the sharp tone of your letter is the 
thing that will bring in the money. 

A Collection Letter that "Drew the Money Like a 
Poultice" 

The following letter drew from one concern this 

acknowledgment of its effectiveness: 

"We are in receipt of your exceedingly gentle and 
well-worded 'touch' of the 4th inst. and you will 
note the result enclosed. Our only regret is that 
you could not receive it by the 10th as you desired. 
If your bookkeeper words all his letters as he did 
ours, we would judge your bad accounts would be 
very limited, for it drew the money from us as a 
bread-and-milk poultice is supposed to draw inflam 
mation." 

Gentlemen : 

We like to feel that all of our customers are our 
good friends, and in times of trouble we find pleasure 
in knowing that we have friends to depend upon. 

The advances in the prices of some raw materials 
have made it necessary for us to go into the market 
and buy very heavily for future requirements. These 
supplies will have to be paid for very soon, and 
therein lies the trouble that we want to tell you about. 

We enclose statement of your account, and hope 
that you are sufficiently friendly tow r ard us to be 
willing to stretch a point and send us a cheek by 
return mail. 
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At the present time "we have between a thousand 
and fifteen hundred open accounts on our books, 
and a little anticipation on the part of our customers 
will relieve our necessities without overcrowding: our 
friends. 

"We trust that you will look at this letter In the 
spirit in which it is written and not consider it a 
dun, but as a friendly request from one merchant to 
another. The date our note falls due is the 10th. 

Yours truly, 

Another Successful Collection Letter 

Dear Sir: 

I have a couple of notes coming due on the 20th 
and 30th of this month, and should appreciate it if 
you could let me have a check that I can use in pay 
ing 1 the first of these. Will you favor me ? 

The enclosed calendar-card will be handy to carry 
in your pocket-book accept it with my New Year's 
compliments. 

If you will send money at once I will gladly 
present you with a copy of my Commercial Map of 
the United States the only map ever published on 
which you can trace 62 railroad systems through the 
network at a glance. 

Cordially yours, 
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CHAPTER IV 

USING WOBDS TO GET RESULTS 

1 
The Personal Toueii 

We have spoken a great deal about knowing the 
customer. Nothing will help so much as the habit 
of visualizing him so that you really see him sitting 
by your chair (with your eyes shut if not with them 
open) and feel his presence. Then alone can you 
write as you would talk to him. 

In the schools, imagination is supposed to be the 
power of fancy or imagery, or else it is constructing 
a chain of circumstances that are unreal. Often 
this is in reality guessing. If there is anything that 
is condemnable in business it is the habit of guessing. 
IX BUSINESS YOU MUST KNOW WHAT YOU 
ARE DOING or you are a failure. Absolute knowl 
edge is needed nowhere so much as it is in business, 
and especially in writing letters and advertisements. 
The reason why so much matter sent out fails is 
that it is based on guesswork and not on knowledge. 

The business imagination I speak of is just the 
opposite of the habit of guessing. It is learning to 
know your man so well you can actually see him even 
when he isn't there. But you will probably see better 
with your eyes closed than with them open. 

When you begin to get this imagination you will 
show in your letters the confidential, personal tone, 
the easy talking manner. You become really per 
sonal. You speak to your customer as "you" and 
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refer to yourself as "we" or "I." You begin to feel 
that confidential, talky tone in your letters. You 
don't put "scenery" (conventional sales talk) into 
your letters, because if you can see your man you 
know he doesn't care for that. You give him what 
he wants, not a purely imaginary and theoretical 
line of "letter talk." Everything you say counts, 
it hits the mark. 

The way to build up that imagination is not by 
sitting still and trying hard. 

No. You cannot do better than go out on the 
road and see the trade. Then when you come back 
you will know how the trade looks. If you talk 
with customers you will know what they have to say, 
how they think, what they like, and what they don't 
like. You will have FACTS and not guesswork as 
to what the imaginary man really is. 

If you cannot go out on the road as a salesman, 
take every opportunity to observe those who drift 
into the office. Talk to them whenever you can, 
make yourself agreeable, and try to be useful to 
them. When you begin to try to be useful to every 
person who comes along in business you are very 
likely to begin to sell something and get your re 
ward for making the sale. 

There is a great deal in being able to put a helpful, 
personal tone into a letter. You cannot do it unless 
you would naturally be helpful to the real person. 
Many business people, and women especially, like to 
be coldly impersonal in letter writing, while a few go 
to the opposite extreme and become offensively 
familiar. There is a happy medium, and it differs 
with the kind of person to whom you write; but 
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even in the most formal correspondence the nice per 
sonal adaptation of the style to the personality of 
the one addressed is the result of a well-developed 
business imagination. The result is what is called 
tact. 

Enthusiasm the Corner-stone of Success 

English that bites into the minds and hearts of men 
is more a matter of the thought than of the expres 
sion. If you think clearly and accurately, and 
develop a good supply of enthusiasm by means of the 
imagination, you will express yourself with great 
force. 

When a man thinks very clearly, he seldom violates 
a rule of grammar, no matter whether he knows any 
thing about grammatical rules or not. 

If he puts in punctuation marks just to make his 
meaning clear to a common-sense, ordinary person, 
he need not know much about the rules of punctua 
tion, for he is likely to punctuate correctly without 
rules at least as far as simple business English goes. 

If he works up a passionate enthusiasm for his 
business, he will be very likely to write advertising 
letters filled with power. Getting enthusiastic is at 
the bottom of all salesmanship. 

If you want to write a powerful letter, forget all 
about the art of business English, and sit down and 
put a hard, telling fact, into a short, straight-f rom- 
the-shoulder sentence. If necessary, make that sen 
tence a paragraph (if it is important enough), or 
emphasize some phrase in it by underscoring or 
capitalizing. 
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Then give another straight-from-the-shoulder fact 
that you feel ought to convince any sane man. Then 
another. 

When you have finished, tell your customer just 
what you want him to do something you believe 
he can and will do and place in his way every 
means to do it easily. Last of all, tell him, com 
mand him, to do it. 

Unless you can analyze your business, analyze 
your customer, analyze your goods from the point of 
view of the use the customer can make of them, and 
work up your own faith and enthusiasm, you are not 
likely to write any letter that will bring orders. 
Only the man who can convince himself that he has 
the only product of its kind at his price has any right 
to try to write sales letters or other advertising 
matter. When a man's own faith and enthusiasm 
master him, he cannot help writing effective sales 
English if he only tries hard enough and long enough. 

2 
How to Condense 

We condense for two reasons: 1. To economize 
the attention of the reader. 2. To save the cost of 
high-priced advertising space. Most business men 
put the second reason first; but it is insignificant as 
compared with the other. Advertisements and letters 
which produce their telling effect in the shortest 
possible time will be read by more people, and will 
get more business from those who do read. Buying 
people are more ready to spend their money than 
waste their time. 
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The Secret of Condensation 

lies in choosing wisely the things that will really 
appeal to the reader. Knowledge of the reader is, 
therefore, the matter of greatest importance. 

Having, by long and calm thought, chosen success 
fully, you should express what you have to say in 
complete and faultless English, as if what you were 
actually saying were all you ever thought of saying. 

Never clip out small and seemingly unimportant 
words, making your condensed form jerky and 
ragged. The omission of a few small words imme 
diately suggests to the sensitive reader that you 
have been laboring to condense, and he is rendered 
suspicious. The smallest thing to excite suspicion 
will destroy at once the confidence necessary to estab 
lishing business relations with a stranger. 

Successful condensation requires time and patient 
thought; and must be tried many times before it 
proves perfectly successful. 

Great care must be taken to cling to every good 
point once established. Too many business men 
weary of the old thing, and try something entirely 
new, to their great loss. When you must choose 
between two points, weigh both carefully in the mind ; 
perhaps try both in some way on an actual customer; 
having finally decided on one, let the other be utterly 
forgotten, that it may cease to haunt your mind and 
throw it into confusion. 

Never try to condense by cutting out words and 
phrases. Choose afresh the things you will say, and 
write as if you had never written before, putting 
wholly out of your mind the longer form. It is 
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often necessary to let time elapse, so that yon will 
have forgotten the longer form. If the condensed 
form seems to you imperfect, it will certainly seem 
imperfect to the reader. Unless you can convince 
yourself that you have said all you really need to 
say, your condensed form is not perfect. 

Many personal salesmen have a knowledge of their 
goods, of their customers, and of surrounding con 
ditions, and the enthusiasm to make a personal sale, 
yet they cannot write good letters simply because 
they cannot condense. Either they say too much 
so much the ordinary man will not read it at all or 
they give it up in despair and say practically nothing. 

It usually takes a good long letter to sell anything. 
Begin by writing out your arguments just as you 
would talk them. Imagine your customer sitting by 
your side and that you are talking to him hard for 
an order. Do not stint the space. You must learn 
to express yourself fully before you can express 
yourself briefly. 

When you have written page after page of talk 
filled with enthusiasm, and covering every point, as 
if you were trying to compose a book on the subject, 
go back over your matter (have it in typewritten 
form so you can read it easily), and put in headlines 
that will summarize each subject or argument or fact. 
Try to make these headlines not mere indications of 
what is to follow in that paragraph, but statements 
of facts. Be sure that each fact is so clearly stated 
that the moment an outsider reads the headline he 
will know exactly what the fact is before he reads 
the explanation. 

There is always a fact at the bottom of every 
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sound argument. Put your facts into headlines so 
that the man who glances over your book will know 
the important facts about your business even if he 
does not read your explanation at all. Make these 
headlines tell your story as you go along, in the 
proper order of appeal to your customer's own selfish 
interest. This will make an excellent circular to 
accompany your letter. 

With this long argument, divided up by proper 
headlines, each headline stating a fact, you can make 
up a letter almost out of the headlines; but you want 
to weave them into a close, logical argument, filling 
them out a trifle so they will make a continuous 
brief story. That will be a condensed sales letter, 
and an effective one, too. Above all, make your 
arguments FACTS not talk, not mere words. Facts 
condense easily. 

Usually the letter writer starts out to write a con 
densed letter first. It is much better to begin by 
writing fully, putting your whole sales talk on paper, 
in the right logical order, and then choosing from it 
facts that will tell. The man who can drive home 
facts in conversation will soon learn to drive them 
home in a letter, and that will be condensed letter 
writing. 

An Example of Condensation 

This series shows the method of condensation. 
The colloquial phrase "Letters that Pull" was a great 
discovery, since it was in common use among business 
men and doubled the business brought by the second 
letter. 

This was first used as a letter and then as a page 
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advertisement. It Is about as short as a letter on 
this subject could be made, and is unusually terse 
and strong. The short paragraphs at the opening 
got immediate attention because they looked easy to 
read. 

Tlie First Full Letter 
Dear Sir: 

You write letters, and the success of your business 
depends to a large extent on the letters you write. 

Do you have a system by which you improve those 
letters from week to week, month to month, year to 
year? 

Or do you make the same old mistakes over and 
over, and waste money in the same old way, sending 
out the same old bad letters? 

Undoubtedly you do, for ninety-nine out of every 
hundred business men do. There has never been 
anything to help them to do better. 

I have devised a system for the composition of 
good business letters, like the systems in bookkeep 
ing, advertising, etc. 

What is advertising worth if you don't know how 
to handle the inquiries when you get them? 

What are trial orders worth if in your letters you 
do not handle your customers in the right way when 
you get them? 

Letter writing is the key to the whole situation. 
The time will come when it will be regarded as the 
most important element. 

There is a great deal to letter writing besides a 
little grammar. There is the art of getting business 
"by letters. I teach that art. 
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My method of teaching is direct and simple. In 
the simplest and most practical -way I tell you what 
is correct English, and what is not; what is an easy 
way to begin a letter, and what is not; what is the 
common way of preparing a circular letter, and what 
is the winning way. 

I show you a real business letter with all its errors, 
and then I point out the errors, one by one, in notes, 
finally rewriting the letter as a model letter. You 
see your own faults as in a mirror, and know just 
how to correct them. 

This course is only just published, but you will 
see that I have the strongest kind of endorsements 
from some of the best business men in the country. 
They say that I have really done something worth 
doing; that I have crowded my lessons with good 
things. You cannot doubt their testimony. 

But that doesn't matter! Examine the lessons for 
yourself. Send the first cash payment of $1, and I 
will send you at once the first three lessons of Part I 
and the first three lessons of Part II. If you don't 
find a lot of good things in them, send them back 
and I will refund your money. 

The rest of the lessons I will mail weekly in sealed 
envelopes. You will get much more value out of the 
lessons by being stimulated every week than by get 
ting all at once. I will not send all lessons at once. 

This new 504esson course of mine is really the 
equal in every way of any of the much-advertised 
courses on advertisement writing which sell for $40. 
But I offer a minimum of personal instruction and all 
the printed lessons for the very low price of $10. 
If you want a full course of personal criticism drill 
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on a weekly parcel of carbon copies of your daily 
letters, I will give the Complete Course and five 
personal criticisms for $25 cash. Or if you send 
$10 cash for the printed course, you may have the 
personal instruction at any time within six months 
for $17 cash, or $20 in instalments, $5 down and $5 
a month. The regular price of the criticism drill 
alone is $25. 

Better get these lessons so that you will be pre 
pared to do better work when the autumn rush comes. 
Begin to think NOW. 

Cordially yours, 

A Page Advertisement or Short Letter 

"HOW TO WRITE LETTERS THAT PULL" 

Are you aware of the advantages of advertising by 
circular letterif you can write LETTERS THAT 
PULL? 

Here are some advantages: 

1. You can say enough to get orders by return 
mail. 

2. You can try out a given proposition on 1,000 
names for $25 a page in a magazine costs $100 
and up. 

3. Letter writing is the still-hunt method of 
advertising your competitors don't find out all about 
it the first day. 

But CAN YOU WRITE LETTERS THAT PULL? 

You can if you use the Smart System. 

What is the Smart System? 

It consists of 50 cards, mailed two each week, on 
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one side of each card just the terse pointers you 
want, on the other side illustrations in the form of 
actual business letters. I give you the latest and 
best information on follow-up systems, how to collect 
money by mail, how to manage agents, how to deal 
with women, how to write a hundred good letters a 
day, when to write a long letter and when to write 
a short one, and fifty other pointers even more im 
portant. In short, I give you a complete system, 
easily learned and applied directly to your every-day 
correspondence to make your letters pull more and 
more with every step you take. Then I myself advise 
you personally how to make YOUR letters pull. 

Business men who have investigated know that I 
have a good thing. Lyon & Healy put in my system 
for all their leading men. The Dodge Manufacturing 
Co. sent me a check for $60 after one of their men 
had taken my system complete and worn the cards 
out with handling. The Sherwin-Williams Co. first 
ordered it for some of the men at their home office, 
and then for the managers of their branch offices. 
Scores of the biggest business men in America have 
used my system with the greatest enthusiasm. I can 
not begin to tell you here the nice things they say 
about it. 

My system costs $10 cash. Send me $1 by return 
mail, at my risk, and I will send you the first three 
instalments of the system with full information and 
complete outline. If you don't see money in it for 
you, and many times the $10 the system costs, send 
back the cards and I will refund your money in 
stantly, without a word. But I know you will want 
to send the other $9 and get the system complete, 
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for I have never had a return or heard a single word 
of dissatisfaction. My clients are more enthusiastic 
even than I am. 

What is so eloquent as the endorsement of big 
business houses who re-endorse their endorsement 
with checks ! 

One-inch Magazine Advertisement 

"HOW TO WRITE LETTERS THAT PULL" 

Sidney Smart, the leading authority on letter writ 
ing, gives in his 50 Instruction Cards for Business 
Men scores of the most successful letters ever sent 
out in this country, and describes all the latest 
devices and wrinkles for soliciting by mail, collecting 
money, handling agents, etc., etc. Strongly endorsed 
by adv. mgrs. of Marshall Field & Co., Lyon & Healy, 
and many others. One man increased orders from 
letters making quotations on gears from 25% to 36% 
within 60 days nearly 50% more business. Address 
Flatiron Building, New York, or 3 Oxford St., 
London. 

3 

Proportion and Emphasis 

The mind of man is practically capable of giving 
attention to only one thing at a time. If I am talk 
ing with my wife about an important matter, and 
you rush up and begin to tell me a story, unless you 
secure my attention I shall not hear a word you say 
any more than if I were deaf. If I am a business 
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man in an office, and five or six persons are trying to 
speak to me at one and the same time, I can give 
attention to only one, and probably will turn to the 
person who speaks most loudly and insistently (im 
mediately becoming disgusted by his loudness and 
insistence, and throwing him out), or I may give my 
attention to a person standing perfectly still with 
folded arms, attracted because he is doing something 
different from the rest. 

Attention having been secured, it must be held un 
broken until the arguments or appeal have had time 
to sink in. You may state your ease clearly and 
fully, yet if not enough time has passed for the more 
or less slow- working mind to take in the impression, 
there will be only a vague picture left. When a 
camera is used to take a picture the plate must be 
exposed just the right length of time. If the time 
is too short, there will be no picture at all, but only 
a confused collection of marks; or if the exposure 
has been too long, the picture will blur and run into 
a confused mass. The mind of another person must 
be exposed to your argument just the right length 
of time if the best effect is to be secured. 

A short story writer will present one picture in his 
imaginative creation after another. He may be able 
to say what he has to say in the first ten lines; but 
if not enough time has passed for that picture to 
make its photographic impression he keeps on using 
words, saying the same thing over and over in 
different forms and from different points of view 
till he knows he has got the right development, when 
he passes on to the next imaginative picture. 

Then the salesman, letter writer, or advertisement 
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writer, as well as the public speaker or teacher, must 
judge nicely the proper proportion to give each 
argument or imaginative appeal. He is painting a 
picture on the mind of another; the foreground must 
be larger, the background smaller, to create the 
illusion of perspective; arms and legs must be of 
exactly the right size, the small details must be filled 
in with just the right fullness or completeness so the 
large or main points will not be buried or thrown 
into eclipse. 

In speech we get this proportion by vocal emphasis. 
Emphasis teaches us to pitch our voices just so they 
will be heard comfortably according to the surround 
ings, according to the natural hearing of the person 
we address, and according to the importance of our 
subject. In writing we get the same effect by the 
vigor of our language, by capital letters or italic, 
or by putting a thought into a very short paragraph. 

Correct emphasis depends on knowing the condi 
tion and nature of the mind of the person addressed. 
When we know that, an instinct guides us. Personal 
salesmen have the great advantage of seeing before 
their eyes the person to whom they speak and adjust 
ing their emphasis accordingly, and likewise timing 
each item of their appeal correctly, just so as to 
make the impression clearly and then pass on. The 
writer must go out and see typical human beings of 
the kind he is to write for, until in his imagination 
he can see them, see them so vividly that he can seem 
to feel just how much to write and just how strongly 
to emphasize it. That is why a writer must be en 
dowed with a strong imagination. He must be able 
actually to see his customer sitting beside him. 



86 BUSINESS BY LETTER 

Since correct emphasis in writing- is a more difficult 
matter, let us consider that for a few moments. 

First, what is already in the mind of the person 
who will read this, what competitors are clamoring 
for his attention, what general demands on his 
thought are likely? 

To get attention, the important thing is to send 
the appeal in some way that is different from the 
rest, not enough different to be freakish, but just 
enough to create a fresh sensation in the brain. 

Then what four or five things constitute the whole 
picture, and how long can I depend on holding this 
particular reader's attention 1 ? If I know he will 
read only a twenty-line letter, I must proportion my 
argument so I can get it all into twenty lines. If 
he will read a two-page letter, why, I must propor 
tion it accordingly. 

Knowing that the mind pays attention to only one 
thing at a time, I must consider each point in the 
presentation, I must drive it in just hard enough so 
it will become clearly fixed in the length of time at 
my disposal, and then I must pass on to the next 
point, giving each its due proportion. At the end, 
I know that I have got each essential point in its 
proper size or proportion, I have driven it under 
the skin so that it will stick, and I have not indulged 
in an excess that will create a revulsion against me. 

Usually I give a skeleton argument, according to 
reason and the rules of logic. To save time I con 
stantly resort to the imaginative method of using 
words or pictures that will start currents in the 
brain along the paths of habitual association, for 
they are the quickest elements in any appeal. If my 
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time Is reduced to an instant, my only chance lies in 
an imaginative picture like those used by the popular 
advertisers, and my whole thought is to find a picture 
that will set as many of the brain-currents to moving 
as possible that are good for my business object. 
But great care must be taken to see that there are 
not any cross-currents. 

In order to economize time so that we may pre 
serve our proportion, the very name of the thing 
should suggest its quality. "How to Do Business by 
Letter" was selected as the name of this book 
because it tells so clearly the nature of the book. It 
has proved the best advertising catch-line that could 
be devised, so that no special or additional one was 
needed. The character of the type used should har 
monize with the thought, and so far as possible the 
paper on which it is printed, the magazine with which 
it is associated, etc., etc. 

Emphasis in Business Writing 

There is a very important technical point in con 
nection with business writing as contrasted with 
business talking which every person in the business 
world ought clearly to understand, yet which almost 
no one does understand. 

In talking, we emphasize adjectives, saying, "This 
is very good," "It is the best on the market/' etc. 

In business writing, emphasis must serve a different 
object. When you have button-holed a man he has 
to listen to what you have to say, but letters, circu 
lars, and advertisements are always read more or less 
hastily if read at all. The important facts should 
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therefore stand out so that they will be caught by 
the person who only glances. This may lead to more 
careful reading of the whole document. 

In an advertisement the important facts are, or 
should be, put into headlines, in large, strong type. 
Every headline ought to make an important fact 
stand right out on the page, not some meaningless 
phrase or catchword, for the fact will be appreciated 
by itself, even by those who give the most casual 
glance, and the mere word or phrase will not be 
understood unless the whole is read. 

In a circular the black-letter headlines over the 
successive sections or paragraphs should give a series 
of facts which, taken by themselves, will tell the 
whole story, and especially the important facts that 
ought to stand out. The headlines read alone, by a 
person glancing over them, ought to make complete 
sense even if the text is not read. Sometimes facts 
in the body of the text are also conveniently put in 
black-letter or capitals so they will stand out. 

In letter writing, headlines may sometimes be used 
to advantage, but there are three methods suited to 
the typewriter which may be used to great advantage 
underscoring, capital letters, and placing sentences 
or even clauses and phrases in short paragraphs by 
themselves. 

Kever underscore a mere word that by itself will 
make no sense; never capitalize a word or phrase 
that is merely a link in the argument ; never put into 
a separate paragraph a sentence or part of a sen 
tence that does not state some solid fact. Displaying 
what are thought to be clever phrases is the bane 
of inexperienced writers. 
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The danger of all kinds of emphasis is excess. 
The woman who underscores every other word in her 
letters, the advertiser who puts half his advertise 
ment into black type, the letter writer who makes 
every sentence a paragraph and throws in a few 
underscores and capital letters besides, completely 
defeats his own purpose. 

But by a careful use of all three of these means 
of emphasis, the strong facts in the sales argument 
may be made to stand out so clearly that the shortest 
possible length of time will suffice to give a fair 
impression of what may be said. Then if the reader 
is interested the long paragraphs will be read, and 
his first interest will be carried to complete convic 
tion. A long letter with these devices combines the 
efficiency of the very short letter and the long letter 
in one; in other words, the skillful writer manages 
to get a long letter read as surely as a short one 
would be. 

Seldom more than two phrases should be capital 
ized, not more than three or four underscored (it is 
easier to read underscored matter than capitals), and 
three or four short paragraphs are enough. 

An Example of Display for Emphasis 

New York, June 20, 1907. 
Dear Sir: 

The highest-priced editorial writer in the world, 

ARTHUR BRISBANE, 
has just come from an interview with 
MRS. EDDY 
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at her home. He got the whole story direct from her. 
Look for it in the 

AUGUST COSMOPOLITAN. 

Think o Mrs. Eddy's story told by herself, trans 
lated in the words of Arthur Brisbane! 

It will be the greatest magazine article that has 
appeared in years rivaling the daily paper in its 
importance and timeliness. 

The August Cosmopolitan's first edition will be 
over 500,000. How much a possible second edition 
may be we can only conjecture. 

We hare been favored with your advertisement for 
one issue. I am going to suggest that you place a 
definite six-insertion order and I will call the inser 
tion you have had as part of that order so that you 
will receive the 12% per cent discount on the 
business you have already placed. 

Or why not place your business on a "tf " basis and 
you will be entitled to the long time discount of 
12% per cent credited every six insertions. 

Are you with me for the August issue, and shall I 
expect your order through Mr. W. D. McJunkin 
forms close July 3d? Very truly yours, 

Gridley Adams. 

Letter to General List to Get Inquiries for 
$500 MacMne 

HOW TO EARN $500 A YEAR MORE 

Dear Sir: 

There are about 200 wood-workers in this country 
who could profit very decidedly by throwing out their 
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old-style plane glue-jointers as scrap-iron, and sub 
stituting the Falls Continuous-feed Glue-Jointer. 

Already 100, it seems, have been put out, including 
NEARLY EVERY LARGE CONCERN" IN THE 
COUNTRY. 

You are one of the 100 others who are LOSING 
MONEY when you THINK you are ECONO 
MIZING. 

I should like to SHOW YOU just how MUCH 
Y T OU ARE LOSING in labor, power, and space 
chiefly labor. I am. willing to wager you are losing 
enough to pay for the machine in a year. 

THAT'S WHY" YOU CAN'T MEET COMPETI 
TION IN DULL TIMES. 

But fill out the enclosed card and I will show you 
in exact figures just what you are throwing away. 

Yours truly, 
FALLS MACHINE COMPANY. 

Note. A good printed circular with testimonials 
should be enclosed with this letter. 

Form of Eetnm Card Enclosed with Above 

Mr. W. J. Koehn, 

Falls Machine Co., Birmingham, N. Y. 
Dear Sir: 

I should like to have you figure out just what 
would be saved in my case by throwing out my 
plane-jointer and putting in a Falls machine. Also 
give me cost of your machine. 

We run plane- jointers, with crew composed 

of with total wages of 
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a week. Power costs us a week. Space is 

worth to us 

( Signed) 

Address 



CHAPTER V 

SALESMANSHIP IF LETTERS AND 
ADVERTISING- 



How the Customer J s Mind Works 

If you are going to sell people you don't see and 
don't know personally, you must have not only 
imagination, but knowledge of a few principles of 
psychology on which you can constantly depend. 
They are the airplane pilot's automatic controls. 

First, the minds of men are alike in fundamental 
substance, but vary in the proportionate develop 
ment of one faculty or another, and in the facility 
of thought or feeling which habit gives in this direc 
tion or that direction. 

Since the underlying substance of mind is the 
same, you can study it as you see its workings in 
yourself, your f riencls, or typical customers you meet 
in your office or go out to see as they do business 
in their own usual surroundings. That is the first 
place to study human nature in yourself and those 
around you. Imagination in business is built up pri 
marily on wliat you 'know by observation not on 
what you guess. 
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TJie habits of your particular prospective cus 
tomers are a matter for very special study on your 
part. As the brain currents come and go they form 
channels, just as water does when it rains and the 
water rims down a hillside week after week, month 
after month. Little by little it forms channels or 
grooves in the surface of the ground, and then 
whenever it rains the water always runs In those 
channels and you can't make it run anywhere else 
except by digging up the old channels and making 
new ones, which is a deuce of a lot of work too 
much for the ordinary advertiser. It Is much wiser 
to find out in what grooves people's minds run and 
send your appeal through the old, habitual channels 
than to try to break new ground, which costs a very 
great deal of money and takes a very great deal 
of time. For example, when people turn over the 
pages of a magazine, what part of the page do they 
see first? Probably the top right-hand corner of the 
right-hand page, so if you can get up In that corner 
your advertisement has a better chance of being read 
than if it is in the lower left-hand corner of the left- 
hand page. 

Another very important principle is that there is 
extremely little that you can put Into the mind of 
any human being. What the advertiser needs to 
do is to use symbols that will call up the pictures 
and emotions that are already in the customer's mind. 
"Words have no value except as they represent ideas 
in the mind of the person to whom you speak or 
write. Many people think that words are worth what 
they stand for in their own minds. You must be 
absolutely clear that the current value of the words 
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you use is measured solely and absolutely by -what 
they stand for in the customer's mind. 

You know how it is when you hear a foreign lan 
guage with which you are unfamiliar: it is mere 
jabber. So all your fine logical arguments are mere 
jabber in the mind of your customer unless your 
words call up pictures that are already in his mind. 
The best you can do is to put a little new edge on 
the picture. This process of using words to build 
up pictures out of the raw material lying fallow in 
the mind of the customer is using the imagination. 
Imagination is nothing but a rearrangement of old 
material memories of the past. You can build the 
future only out of the past though of course you 
can add a few little touches here and there. But 
you must know the past you must know the mind 
of your customers before you can awaken their 
imagination, for the process is nothing in the world 
but reshaping what is already actually there. And 
the best way to know them is to go out and talk to 
them. 

Still another principle of the greatest importance, 
at which we have already hinted, is that people are 
very much more influenced by their unconscious feel 
ings than by any conscious mental process. If you 
want to make people do what you desire you must 
make them feel like doing it. We sometimes think 
we can force their wills. That is doubtless an error. 
There is just one way to make them act, namely, to 
start back at the beginning and set in operation 
those ideas which produce in their minds the feelings 
to which their wills yield in spite of themselves. 
Here suggestion and association are important. An 
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old familiar picture calls up an old emotion, and 
while it may have nothing to do with your sales 
argument, it creates an atmosphere or feeling- that 
is favorable to your appeal. This is the power of 
association, and we shall study it further in the fol 
lowing pages. 

Another principle of the utmost importance is that 
like begets like. That is the principle which helps 
you to create and control emotion. Vibrate a violin 
string, and all other surrounding strings which have 
a phonic relation will spontaneously vibrate in 
unison. This is the foundation of the American 
principle of service in business. Serve others and 
they will feel inclined spontaneously to serve you. 
Regard others as honest, and they will regard you as 
honest and treat you honestly. Smile at others and 
they will smile back. On the other hand, try to trick 
them cleverly and they will match their wits against 
yours and try to get the better of you. 

Many people do not think that manners count for 
anything in business. They count for almost more 
than anything else. It is largely by your manners 
that the feelings of people around you are deter 
mined, and we know that feeling has more to do 
with business than has reason. It is by manners that 
the pleasant brain-currents are set moving, that 
imagination is touched. The greatest thing in sales 
manship is the contagious emotion of enthusiasm. 
The best book salesman in the United States (so he 
was called in his day) used to say, "All I do is to 
go around and enthuse 7 em up." "We may take ex 
ception to his use of the word "enthuse," but his 
philosophy was all right. Competition also is a 
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great advantage to business because it arouses the 
emotions of rivalry, which, are very exciting, and in 
which enthusiasm plays a leading part. Half a 
dozen doctors with their offices side by side in the 
same building will often each do better than any one 
alone. A man going into a new line of business 
needs to excite some competition before he can get 
his own business moving, and the two competing 
get more than double the business that one could get. 
This is a fact often observed. 

These principles are worth remembering and apply 
ing; but in addition it is very useful to have a fixed 
set of rules or principles for analyzing the appeals 
which your particular business can possibly make to 
your particular customers that is, fitting your 
appeal into what you know must be generally in the 
mind of your special possible body of customers. 
You might call this the practical summary of all 
the foregoing psychology. 

Analyzing a Business 

Here is a system of analysis for any business 
which the writer has used with success in the study 
of several hundred. Sometimes one point is of more 
importance than another, or is of no importance at 
all; but allowances must be made in a common-sense 
way. The study of competition gives a broad outlook 
and something for comparison. In the case of a 
patented invention or a copyrighted book, there is 
the indirect competition of all other devices and all 
other books. Modern books must compete with all 
the classics. The important thing is to get a true 
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conception of the relation of the business to the 
actual world. 

The advertising outlook is so much broader than 
the personal salesmanship outlook that in this 
analysis we should be guided by that. We first start 
with the broadest view, and gradually narrow down 
to the details that intensive study makes interesting'. 
Advertising skims the field, sales letters begin to 
work it slightly, while personal salesmanship works 
it in the most intensive way that is possible. Which 
is in practice most important must be judged indi 
vidually in each case. But in our study we start 
with the broad outlook and narrow down to the 
details when we have really grasped the relation of 
the business to the outside world. 

1. What is your competition? I would not refer 
directly to your competitors in any sales appeal, but 
I must address a customer in whose mind are the 
arguments of your competitors. You must know 
what those arguments are, and go about saying that 
which will offset or counterbalance them in the mind 
of the customer. If you have to compete with lower 
prices, it is necessary to talk frankly on the subject 
of prices and point out in a common-sense way that 
your customer can't afford to take that which costs 
less and is correspondingly lower in quality, and why 
or how he will make more money in the end by pay 
ing a little more and getting something that is right. 

2. Then you should consider what you have that 
nobody else in your territory has. You may say, 
Nothing. Unless you have something that your cus 
tomer can't get as conveniently from anybody else, 
you have no basis to ask for more than your natural 
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share of business. Yon may give better service, you 
may even give only a pleasanter manner and fairer 
treatment. Advertising", which keeps the customer 
constantly informed, is a service. You must find out 
what it is that makes one of your good customers 
give you his business in preference to giving it to 
the other fellow not what you think ought to make 
him, but what you know from, actual investigation 
does make him. 

The thing you have which nobody else really has 
(whether anybody else can get it or not is another 
matter) is what really makes a man buy from you, 
and which you ought to drive home hardest of all in 
your sales appeal. 

3. Talk is not enough, however, to get orders. 
Argument must be supplemented by proof. You 
must consider how to prove your claims, and if you 
can make your claims in the testimonial words of 
other people, even if you can't quote their names, 
you have gained a splendid point. 

A bunch of conventional testimonials in small type 
is worth little, even if you can get them and use 
them at all. Get a testimonial that is really a splen 
did record of facts, and play it up in good type with 
a clear black-letter heading. Or reproduce sales 
orders, or give records of sales, or any facts that will 
tend to prove your claims. Kecords of facts that 
will pass in a law court are what you want, not 
praise or any form of "hot air," either your own or 
anybody else's. 

4. Ask a man to do something easy that tie can 
reasonably do, and make it as easy for him to do it 
as you can. A return postcard carrying a trial order 
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or a bit of information you ought to have is a good 
thing, and you should have a printed postcard form 
to use as often as possible with your sales letters. 
Don't forget to be very clear and specific as to what 
you want done, and provide a convenient way. Don't 
ask a large decision when a series of small decisions 
can be substituted, and don't ask a man to commit 
himself beyond recall when you know that what 
lie gets on approval he will want to keep and pay 
for. 

5. Getting your facts right is much more impor 
tant than the wording of your sales talk, or letter, 
or circular, or advertisement, and if you haven't 
the preceding four points, it doesn't matter much how 
well you word your appeal. 

But if you have the right basis, consider the fol 
lowing points in connection with the wording: 

(a) Have you covered, even in a brief letter, 
every point with absolute clearness, just as you would 
explain to a child? It is a mistake to assume that 
every business man knows this, that, or the other, 
and that it would be foolish to refer to such points. 
When a man is reading hastily he wants everything 
before him or else he is likely to overlook something 
because it is not clear enough for instant perception. 
Don't compel him to figure out what is wanted. Let 
him see at a glance. 

It is useless to write a letter so short that it 
doesn't tell your story. You can always emphasize 
your strong points in the letter and tell the complete 
story in an attached printed circular. In any case, 
the story must be told completely enough to produce 
conviction. 
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(6) Do you present your points in the correct 
order of sales appeal? Namely: 

Creating desire in general for the service you are 
prepared to give; 

Showing how your plan works, so that people can 
depend on their own common-sense judgment as to 
the likelihood that you are right; 

Backing up your statement by proofs; 

Throwing a personal tone into your appeal so that 
a customer will feel like doing what you ask ; 

Ending with a quick, safe, and easy method of 
complying with your wishes. In making a sale, when 
you know you can't hold him in court and do not 
wish to, you may even sign a man's name for him, 
printing it if you please so there will be no sugges 
tion of imitation. 

(c) Do you strongly, though briefly, emphasize 
facts that will catch attention at the outset and fix 
it ; or in a letter do you emphasize mere words which 
will have no meaning unless your letter is read 
through? Capitals and the underscore should be 
used to make three or four prominent facts stand out 
so they will catch attention at the very first glance. 
They take the place of black-letter heads in a circular, 
not emphasized words in conversation. 

(d) Are your strongest points put in very short 
paragraphs (of two or three lines each) 1 

(e) Is your talk or letter or circular of the pre 
cise length that the particular class of people you 
are addressing would like short and crisp for busi 
ness men, longer and more detailed for the slower- 
minded? In any case, have you told your whole 
story with proper emphasis? 
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(/) Is your appeal, whether oral or written, en 
thusiastic enough? Extreme energy of expression is 
necessary to make a man feel like ordering in most 
cases. Seldom does a tame letter or a tame talk do 
much good. 

(g) The man who has developed a business part 
way to success knows more about it than any other 
human being on earth, and he is the one who knows 
most about the merits of his goods, his competition, 
and his customers. The outsider who would succeed 
must cling very closely to the man who really knows 
the business; he must be merely a mouthpiece. Then 
when he has perfected his canvass or written his 
letter, he should be very sensitive in observing 
whether it seems just right to this man who knows 
most about the business. The points criticized by 
that man may not be the right ones, but his uneasi 
ness is pretty sure to indicate that something is 
wrong which ought to be righted. 



2 
Five Steps in Written Salesmanship 

There are two kinds of letters, those which are 
mere memoranda and those in which salesmanship is 
involved. 

Memorandum letters are not very important. If 
they are clear, simple, and common-sense, they are 
usually all right. They convey information to other 
members of a firm, give orders, correct errors, and 
in other ways facilitate the transaction of business. 
Every stenographer and clerk ought to be able to 
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write as good memorandum letters as the head of 

the house. 

To write letters that will make people do what 
you want them to do letters that will make people 
bii3 T is a very different affair. Any office boy who 
learns to write salesmanship letters may hope to 
become manager of the firm, and some day the sole 
owner. The future of such a person is limited only 
by the limitations of the business itself. 

At the bottom of all success in writing advertise 
ments is the ability to write salesmanship on paper 
to use words so as to make people do things. But 
this is the thing that every business manager, and 
every clerk, assistant, and office boy ought to try 
to master, for it is the key to all business success. 

a. Creating desire. It is a great error to suppose 
that many people want what you have to offer. 
Most business men assume that the desire exists and 
they have only to satisfy it. The really successful 
advertisers have perceived that desire must be cre 
ated, or fanned up. 

b. Showing how your plan works. Most people 
depend on their own common sense. If the plan 
seems reasonable, they will trust their own judgment 
of it. You must therefore give them a chance to 
judge. 

c. Proving your statements. The first question 
a possible buyer asks is, Is this your theory of what 
your scheme ought to do, or has somebody actually 
found your theory to be sound, your scheme suc 
cessful? 

d. Making a man feel like ordering. 

e. Making ordering easy, safe, and quick. 
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Poor Salesmanship 

Here is a man who has a good radio to sell. He 
writes a letter saying he has the cheapest and best 
thing on the market. Then he follows with a letter 
which begins, "Pardon us for writing you again, but 
we have not received an answer to "our first letter." 
In a third letter he begins by saying, u We hope you 
will not think we are unreasonably persistent." 
Here is his fourth letter, on the whole the best of 
the lot: 

Dear Sir: 

We are sorry that you did not respond to our 

letter of *. "We shall never give up the hope of 

securing your order 3 for one of our radios until we 
hear that you have bought. Our proposition is too 
good for you to throw aside without giving it careful 
consideration. 

You want to buy a radio we want to sell now 
why can't we two get together? 

We know that if you will only take the trouble to 
call we can show and prove to you that we can save 
you money on your purchase. 

We say this because we have faith In our ability 
to do the same for you that we have done for many 
others. We base this statement on our many past 
successes, and on our methods and on our goods, 
that have stood every test to which they have been 
subjected. 3 We are persistent 4 in our efforts to 
secure your patronage, but we cannot tell you in a 
letter how earnest we are in this matter, and we 
want to urge you strongly to give this and the other 
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letters that we have written you thoughtful con 
sideration. 

Hoping to have a visit from you soon, we are 
Respectfully, 

1. This phrase is the biggest kind of business 
killer. It puts the man who gets the letter into an 
antagonistic position at once. 

2. The preceding language is stupidly boring. 

3. This paragraph is earnest and convincing. 

4. Here we get "persistent" for the third time. 
The words that follow would be good if this first 
clause had been omitted. Notice that this letter 
would apply to any business on earth there is not 
a word about radios in it. 

A Good Letter 

The following is a real business letter that is ex 
cellent in nearly every particular, and we are not 
surprised to hear that it brings a great deal of busi 
ness. It is the third letter in the series. I should, 
however, omit the words "we are writing you a third 
time" as a relic of the "persistent" habit. I should 
omit the first sentence altogether. At the end, the 
words, "We are going to keep on writing to you until 
you realize it," is "persistence" of the right sort. It 
sounds as if the writer were persistent for the man's 
own good, not for the sole purpose of making a sale. 
Here is the letter: 

Gentlemen : 

In response to the request of our Mr. Wiltse we 
wrote you on September 24 with reference to our 
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dust! ess brushes, and we are writing you a third 
time. You know what a nuisance it is to have dust 
flying about and settling on your desks, papers, and 
furnishings. It is a filthy, disagreeable, germ-laden 
nuisance. 

You think you can't get rid of it, but you can. 
Perhaps you think there is some magic about our 
brush if it will do all we claim for it, but there isn't. 
Just look at the construction of the brush; a specially 
prepared row of oil-bearing fibers comes in contact 
with the dust as you sweep and absolutely prevents 
it from rising. Doesn't that sound reasonable? 

JSTow, listen! We don't ask you to take our state 
ments as gospel truth. You can have a brush for 
thirty days for free trial. If you don't like it, send 
it back, and it won't cost you a penny. We have 
something here that you need, and we know it. We 
are going to keep on writing to you until you realize 
it; but, hadn't you better just drop us a line and 
request us to send you a brush on approval by next 
parcel-post ? 

Yours truly, 
DUSTLESS BRUSH COMPANY. 

Notice that in this letter we have the five essentials : 
fanning up desire, showing how, offer of proof (free 
trial), the style that stimulates, and easy way to 
order. 



Creating Desire 

The average business man assumes that desire for 
a certain thing already exists in the customer. If 
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there is no desire, there is no possibility of doing 
business, he says. If he may safely assume that the 
desire does exist, all that is necessary is to persuade 
the customer that he has a good thing. 

The fact is, all large success in advertising and 
letter writing depends on fanning up desire. Some 
desire does exist, but in the average man it is feeble. 

The first step in creating desire is to put yourself 
in the other man's shoes. Look at life from his 
point of view. Begin by saying "you/ 7 not "I." 
"I" who write am of no earthly account to "you," 
the man who reads ; but if I can show you what your 
troubles are, how somebody clever enough may 
remedy them, and then step in and say I will be the 
friend to help you out of your trouble, then "I" 
become very important to "you" But it is essential 
to start with "you" if I am to end with "I. 77 

Therefore, in letters to sell goods all formal 
phrases, all apologies of whatever kind, all remote 
statements, jokes, or catch-phrases are wrong. They 
kill business. They are a fence between the buyer 
and the seller. 

There is but one sane, salesmanlike way to begin 
a selling letter, and that is with the customer and 
his needs, his troubles, his fight for life and suc 
cess. Show him that you understand him, that you 
have been in his shoes, that you know all about what 
he has to contend with, that you are thinking more 
of his problems than of your own, and immediately 
his heart will open toward you, he will melt and look 
expectantly to this friend who understands him so 
much better than he understands himself. 



SALESMANSHIP 107 

Tlie Eight Way to Begin Sales Letters 

Dear Sir: 

How many circular letters did you throw into the 
waste-paper basket this morning*? 

Have you ever considered that perhaps some of 
your own letters are cast aside in the same way, that 
they sometimes fail to win the attention and interest 
of the men to whom you send them 1 

(This is called the '"question method'' of opening a 
soliciting letter. It is one of the best.) 

Dear Sir: 

All day long, from the morning's whistle to the 
evening's shutdown, you are figuring on ways to sell 
more goods. You willingly spend hundreds of dol 
lars to perfect a single idea that will get more 
business. 

And now we offer you a most remarkable oppor 
tunity to increase sales; an opportunity to secure, 
in worked-out, charted form, over 100 complete 
selling-campaigns business-getting schemes and 
ideas that have built up some of the largest con 
cerns in America. And yet we do not even ask you 
to risk a single penny to secure them. Etc. 

Dear Sir: 

The grocer has a hard life of it grinding, digging 
away for pennies day by day. If you could add 
$500 to your profits this year, how very pleasant it 
would be! You could take a larger shop; you could 
build an extension on your house; you could buy 
some much-needed furniture; you could present your 
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wife with some furs, or books, or the hair mattress 
and brass bed she has been wanting so long! 

My dear Mr. Blank, I am willing to guarantee to 
add 3 per cent to your profit-margin this year 
that is, I will save you a clear 3 per cent if you 
will order your groceries by mail from me instead 
of giving the order to the salesman who calls upon 
you. If your business amounts to $10,000 this 
saving will be $300; if it is only $5,000, it will be 
$150, and surely $150 is well worth having. Etc. 



Show How Your Plan Works 

Every man values his own judgment. The easiest 
way to flatter him is to appeal to that judgment. 

You first create desire. You make a man feel his 
needs. When he feels them intensely enough, the 
reasonable thing to do is to show how he may get 
out of his trouble. Point out just the steps one 
after the other. 

A man buys rivets of which the heads come off. 
His machinery falls apart. He doesn't realize how 
much he is losing by using these poor rivets, but 
when you have made him feel he is going bankrupt 
unless he gets some better rivets, you begin to tell 
Mm why rivets lose their heads. They are not made 
of iron or steel properly carbonized. If he could 
get rivets made in this and this way, they wouldn't 
lose their heads, and your customer wouldn't be 
losing so many dollars by reason of repairs, so many 
dollars by reason of not satisfying his customers, 
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so many dollars by reason of extra handling of 
goods. All this great loss comes from the simple 
fact that the iron was not properly carbonized. It 
costs a dollar or two a ton more to carbonize the iron 
properly, but what is that compared with the fortune 
the man is throwing away every day! 

You think this all out for this man, but you put 
it in such a simple way that he thinks he has thought 
it all out for himself. He has made up his mind 
to get properly carbonized rivets henceforth or die 
in the attempt. 

How easy then for you to say, "I have them right 
here at your disposal." 

But some business man will say, "My business is 
too intricate. I can't explain it to every Tom, Dick, 
and Harry." 

My dear sir, the essence of success in salesmanship 
on paper is the ability to simplify your complicated 
business into a sentence. Perhaps you know too 
much about your business to do it. Then get some 
clever writing, analyzing man, who doesn't know too 
much, to do it for you. This is the point at which 
the outsider is of real value. 

*' Showing How" Useful in Selling Mining-Stock 

There is one class of letters in which "showing 
how" is the main thing and that is the letter for the 
sale of mining-stock, etc. Every man feels that his 
judgment is as good as" the next one's in a matter 
of this kind. Such investments are always specula 
tive. There can be no such thing as "proof," be 
cause after the "proof" there is no stock to sell. But 
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the broker can set forth the facts in the case in 
detail so that any man may form his own judgment. 
If the "indications" look good to the man who 
receives the letter, and he is an investor, he will send 
his money. There is no promise, for there can be 
none. Every man acts on his own judgment for 
better or worse. The great thing, therefore, is to 
give him the best possible chance to judge. 

If the following letter were to be sent out pro 
miscuously, it should begin by painting in glowing 
colors the fortunes that have been made and can be 
made in mining-stock speculation. When the desire 
of the customer is fanned up to the proper point, 
the letter should state the facts in the case. This is 
a follow-up for the first announcement, but the first 
presentation should be much the same except that 
in an accompanying circular full details should be 
given. 

In the next to the last paragraph, the words "We 
do not wish to rush you into an investment" seem 
to me ill-advised, and calculated to rouse suspicion 
just when, probably, the reader is all ready to send 
his money. The moment he begins to ask, "Have I 
almost been rushed into an investment?" he is in a 
bad way. A more tactful way of putting it would 
be to say simply, "In any case we give you 30 days 
to investigate, so that you have full opportunity to 
verify all our statements without losing a good 
chance by delay." 

Dear Sir: 

A few days ago, through the medium of our 
Market Review, we called your attention to the stock 
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offering of the Laguna-Goldfield Mining Company, 

recommending it as an extra high-class investment. 
The opinion that we then expressed concerning it 
has been amply substantiated by the strike made last 
week on the Red Top, adjoining the Lagraia on the 
west, followed two days later by a sensational strike 
on the Silver Pick. The forecast we made last week 
has been fully confirmed. 

It has been definitely known that the main vein- 
system of the Jumbo, Velvet, and St. Ives, and the 
cross-vein system of the Silver Pick and Mohawk 
centered in the property of the Laguna Company, 
and it was the opinion of our Mr. Patrick and sev 
eral other prominent engineers that the Red Top vein 
also entered this property. The correctness of this 
theory has been, demonstrated by the new strike on 
the Red Top of a large body of ore, four feet of 
which averaged $5,000 per ton the ledge dipping 
almost due east, straight toward the "Miss Jessie 77 
claim of the Laguna Company. The uncovering of 
this splendid ore-body places the Red Top head and 
shoulders in front of the biggest mines in the dis 
trict, and the stock is today worth intrinsically $1 
per share or more. Eight months ago it was difficult 
to place at 15 cents. Thus one more prospect has 
become a mine and one of the greatest mines in the 
country. 

With such excellent neighbors, and considering the 
general direction of the vein-system as above out 
lined, do you wonder that we are enthusiastic over 
the prospects of the Laguna Company? To our 
mind, it has the making of one of the most sensa 
tional properties in this rich district, and we are 
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confident that a reasonable amount of development 
work will disclose a mine of the first magnitude. 

Although recent developments warrant it, the price 
will not be raised and our clients will secure the 
benefit. The stock is 15 cents a share. We do not 
wish to rush you into an investment in this com 
pany. But we do say to you investigate it thor 
oughly. We are confident you will then join us. 
If you will send us your reservation accompanied by 
a remittance of 33 1-3 per cent., you may have thirty 
days in which to investigate. If you find we have 
made a single misstatement of fact concerning this 
property, we will promptly refund your money, 
together with 1 per cent interest thereon per month. 
If desired, you may pay for the stock in regular 
monthly instalments of 5$ a share. 

Our guaranty goes with this offer. We advise you 
to act quickly, if at all. An immediate investment 
of a good sum is warranted by the most conservative. 
Yours very truly, 

5 
Proving Your Statements 

First create desire, then show how your plan works 
so that you will get the endorsement of a man's 
judgment, and then? 

He will say, Yes, that is all very well. That is 
excellent theory. But how does it work? Has any 
one else found it to work out in his case as you say 
it should? We all know that many things ought to 
work that way which don't. 
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Now what is proof? 

It is not laudatory testimonials. 

Praise is a question apart. The thing is, Has 
anyone else, situated as I am, found it to work? 
The proof is in a statement from someone known 
to the reader that he has tried this thing you offer 
and has found that it works. If he tells just how 
il has helped him, so much the better. There is no 
praise about it. I wanted so and so. I tried this. 
It did so and so for me. These are facts, simple, 
natural, spontaneous facts. They are proof. 

There is no better proof than a collection of copies 
of checks. Real money has been paid for my goods 
again and again. How can you get around that"? 

Next in value to cheeks are facsimiles of orders. 

Facsimile reproductions of hearty letters are next 
best. 

But don't have too many. Often more impression 
is made with only one or two or three, which give 
an impression that thousands might be shown if you 
only would. 

One attracts attention, the second confirms the first, 
while the third begins to be tiresome, suggesting 
thousands more like it. 

How to Handle Testimonials 

It is something of an art to get the right testi 
monials, and quite as much of an art to know what 
to do with them when you have them. 

The first thing to consider is - what constitutes a 
good testimonial. 

The answer is, Any hearty, enthusiastic appreeia- 
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tlon of what you have or have done for some actual 
person. What you have done for one man it is 
probable you can do for many more, and that actual 
experience is a better key than any guess you your 
self may make. 

My method of collecting testimonials is this: I 
listen for the first word of appreciation that comes 
to me by speech, in a letter, or at second hand; or 
for any fact that indicates appreciation such as a 
special sale, a change in somebody's plans or policy 
on account of what I have or have not done, etc. 
Then I write down just what has been said, or select 
a few sentences from a letter or the like. I make 
sure that the person from whom I am taking my 
endorsement will not object to my use of it. 

If it is necessary to solicit endorsements, I take 
my article with me and go and see my friends or 
anyone likely to be interested. I talk my article or 
plan enthusiastically, suggest the good points, and 
hope someone will agree with me and say over what 
I have said. These ideas then become his and he will 
probably give them the weight of his name. If he 
writes me a letter I use the parts I like. 

An endorsement should not be mere praise. The 
best endorsement is one which says that such a thing 
is precisely adapted for doing such and such a thing, 
or that it has done it successfully. 

Properly chosen and arranged, a series of endorse 
ments may tell the story in detail of what a thing is 
and what it can do. The good endorsement makes 
all your best points, but in the words of someone not 
the seller. Your series is not complete till you have 
a signature to every separate argument you make 



SALESMANSHIP 115 

or fact you state. Take up these points one by one 
and look for backers for them. 

Most good endorsements are buried In letters re 
lating to various subjects, and have to be extracted. 
They should be rearranged by the advertiser so that 
they will seem to make a complete letter which says 
just what you want and no more. This selective 
rearrangement of the matter in a letter is legitimate, 
and those who are willing to let you use their names 
at all will consent to the use of a letter amended in 
this way. 

As I have already said, endorsements should be 
looked for not only in somebody's words of praise, 
but in interesting facts. The merest order for a 
bottle of a particular wine from the Prince of Wales 
would be the most useful possible endorsement. A 
newspaper may strengthen an advertisement of its 
cable news service by printing a facsimile of a bill 
for cable tolls if the amount is large. If an espe 
cially big order comes in from some well-known 
house, the cheek may be reproduced ; * it is a mute 
but powerful witness to your claims. 

And here is a most important note to make: Any 
irregularity that tends to excite suspicion may 
instantly overcome the entire force of the best pos 
sible array of printed endorsements. The thing a 
man can readily see with his own eyes is the greatest 
witness of all for or against you. 

* If photographing is objectionable, a copy in ordinary 
type will serve the purpose. It is more impressive than a 
mere statement of the amount received. 
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6 
Making a Man Feel Like Ordering 

After all, a man acts more on feeling than on judg 
ment. If yon make him feel like buying he is pretty 
sure to buy, but if he does not feel like it he won't 
do it even if he knows he ought to. Hell let it 
go till next time and then he won't do it at all. 

The first thing to do to make a man feel like 
ordering is to write with extreme energy. If you are 
supremely energetic, the reader gradually gets into 
your energetic frame of mind, and as he gets more 
and more energetic he wants to do something to let 
off his energy. What more natural than that he 
should let off that energy in placing an order with 
you. He does it because he feels he must do some 
thing, and that is the easiest thing to do. Then 
he thinks with energy what a tremendous amount of 
work he will do with your machine when he gets it. 
He wants a machine like yours to work off his 
energy. 

Energy in a letter is a trick of style, but it con 
sists at bottom in being exceedingly energetic and 
intense yourself. To write in an energetic style, get 
into an energetic mood. 

Next to energy, probably the best thing to make a 
man feel like buying is the confidential spirit, the 
spirit of friendship and trust. Another way of put 
ting it is to say that it is magnetism in speech and 
in writing. The secret of this magnetism is prob 
ably self-restraint. If you know a million times as 
much as you show on the surface, and yourself realize 
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that you know all this, you will somehow contrive 
to make the other fellow feel that you know far 
more than you have spoken of, that you can do for 
him far more than you claim, because you have 
seemed to say very little and that just the right 
thing 1 , when it is very plain that you could say so 
much more. You do not exaggerate in any word 
or phrase. You carefully refrain from exaggerating. 
The reader feels the restraint, and he is curious to 
know what good thing you have kept back. That 
makes him feel that he wants to know you better. 

And then men are made to feel like buying by 
the chatty, good-humored style. It is largely a 
matter of the style, the way the words read, the way 
they sound w r hen read aloud. 

A Clever Business-Winner 

The following letter, put out by a well-known 
house, has been laughed at as an absurdity. To date 
a printed form letter as "Wednesday Evening, 8 :30/ ? 
and talk about sitting up late at night to get the 
letter off, seemed the height of the ridiculous. 

It was a business joke, however, which the business 
men who received it appreciated, and it was rewarded 
by a stack of four hundred remittances within a 
very few days. Dozens of men who had no earthly 
use for the book sent in $2 because the letter tickled 
them so they couldn't keep quiet until they had 
done it. 

This letter in a peculiar way made the men to 
whom it went feel like ordering, and they did order. 
There was no proof; but the letter was sent to old 
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friends. Had it been sent to strangers it would 
doubtless have failed. Notice in this letter how the 
dash is used for emphasis. 

Mr. Smith's Office, 

Wednesday Evening, 8:30. 
My dear Mr. Sprague : 

In order to be absolutely certain that this letter is 
mailed to you tonight and to a few more of our 
warmest and oldest friends I have given up almost 
an entire evening to it. For the matter I am writing 
you about is unusually important; and I want to 
hear from you about it before I leave for New 
York on Thursday. 

I will receive from the printers Thursday a few 
advance copies of J. M. Coates's "How to Make a 
Factory Pay" a business book that I honestly be 
lieve will save you more money will do more to 
protect your whole business system than any other 
book in print. 

I intend to make arrangements in New York to 
advertise this book throughout America, but I want 
to distribute these advance copies among our oldest 
subscribers, that I may know their opinions. 

We have issued no printed matter about "How to 
Make a Factory Pay." But even a volume of printed 
matter could not show you the value of this book 
as will the book itself. So I want to send you the 
book. I want you to see for yourself how it tells 
clearly fully explicitly exactly how to manage 
and systematize a modern business. 

But I do not expect you to buy it. I merely want 
you to look it over AT MY KISK and let me have 
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your frank opinion of it. If you send it back I shall 
be just as thankful to you as though you had kept 
it and even more satisfied than if you had never 
sent for it at ail. For the frank criticisms from these 
friends of ours mean a great deal more to me 
than the mere profit on the sale of these advance 
copies. 

You would willingly risk a dozen times $2 for a 
single plan that would reduce your factory costs 
alone. Yet this book contains twenty-two money- 
saving plans that will reduce expenses throughout 
your whole business plans of managing- and oper 
ating a factory plans of hiring and handling 
employees plans that will cheek every leak and 
eliminate every waste in your factory and office. 
And I do not ask you to risk one single penny to 
secure them. 

Merely send for the book ON APPROVAL. The 
$2 you forward will not be regarded as a remittance, 
but as a deposit a deposit that can be withdrawn 
as easily as you can withdraw your bank-balance. 
And then, if any single chapter alone is not worth 
ten dollars to you, I will not only return your $2, 
but I will remit in all $2.10 to pay you in addition 
for your postage and trouble in looking over the 
book. 

Think of it! $2 the mere price of a handful of 
cigars for the lifetime experience of the highest- 
salaried factory specialist in the country! And when 
I make an offer so fair and liberal when you do not 
even run a risk in sending for the book can't I send 
it to you for criticism next week? 

Merely attach two dollar bills to this letter and 
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post tonight if possible, in the enclosed envelope, at 
our risk. 

Yours very truly, 

A. W. SMITH. 

There is a feeling on the part of modest people 
and of old and conservative business houses that 
it is not dignified to write a really personal letter to 
the public or to business customers. This letter has 
been lampooned as a ridiculously personal attempt 
to bamboozle. The fact remains, however, that it got 
the business, and the hard-headed business men who 
received it were glad to get it. 

It is true that fakers talk and write so cleverly 
that they sell worthless things to thousands of people, 
for it is only a clever man who can sell a worthless 
article. Good articles sell themselves to a certain 
extent; but why shouldn't the legitimate manufac 
turer or salesman talk just as earnestly and just as 
cleverly about his good article as the faker does 
about his poor one? 

If you really have something good, write in the 
earnest, enthusiastic, personal way that brings or 
ders. 



7 
Make Ordering Easy, Safe, and Quick 

Though you may excite a man's desire, though you 
may successfully appeal to his reason, and prove 
your case, and make him feel like ordering, you may 
lose all unless you clinch the order on the spot. And 
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this can be done only by making the way to order 
easy, safe, and quick. 

When I send out circulars I say, "Pin a dollar 
bill to this letter and send at my risk in the enclosed 
envelope." The man's name and address are on the 
letter I send to him. In my letter are all the terms 
of the contract. He does not have to write a word, 
or look for an envelope and address it, or go after 
a postal order, or write a check. He puts the dollar 
in the envelope with the letter, seals it, mails it. 
He does not even have to put a stamp on the en 
velope, which is a "business reply" style. Nothing 
could be easier. I tell him just what to do and he 
can hardly resist my command. He wants to obey 
and he does obey. 

But I want to make it safe for him. I therefore 
tell him he may have his dollar back for the simple 
asking. He sends it on deposit. He takes no risk 
whatever. He can back out later if he changes his 
mind. Why should he think it over now, when he 
will have all the rest of his life to think it over and 
to back out if he thinks he ought to? It is not only 
easy and quick, but it is safe, and there is no need 
for the cautious to worry. In selling books in these 
days it is more customary to enclose a "business 
reply" card, which needs only to be signed and mailed 
without money. If the book is a good one it will be 
paid for after it has been examined. 

In my opinion it is a great mistake ever to en 
courage delay of any kind. Make your letter such 
that it will work the buyer up to the buying-point, 
and then clinch him on the spot or never. Get some 
thing out of him that commits him. Once a man is 
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committed, it is hard for him to back out. This is 
the way the canvasser does, and this is the way the 
letter salesman must do. 

Devices for Closing Orders 

Before you get an order the customer's will must 
act to give it to you. After desire has been fanned 
up it begins to cool off, and unless the prospect acts 
without too much delay, all the good sales work 
previously done will be lost. Personal salesmen know 
that closing is an art that not everyone has mas 
tered indeed, it is perhaps the most difficult art of 
all in selling. In mail order selling a closing device 
of some sort must be used to get the order while 
the prospect is warm. If decision is made in steps 
that are easy, such as mailing a postcard of inquiry, 
or sending an approval order on a postcard without 
money in advance, the actual collection of money 
becomes more a collection problem, for which such 
letters as the following "To Clinch Approval Orders" 
may be used. But if the amount is larger and money 
must be sent with the order or a contract signed 
covering a series of instalments, some sort of "hook" 
is required to get the orders. In times past this was 
having a fictitious price that the seller pretended 
to cut for a short time only, or threatening to raise 
the price within a very short time so that the cus 
tomer would be induced to send in his order before 
the higher price went into effect. The Federal Trade 
Commission put a stop to this practice when the 
change in price was fictitious, but of course if there 
was a real change of price no objection could be 
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made. Sellers of mining stock put the price up a 
little every week or two, and each time a raise is 
threatened a sheaf of orders is garnered. A special 
lowering- of the price for a limited period or to a 
special group of customers has the same effect. 
Temporary premiums also have much the same 
effect. 

People like to have that which others do not get. 
A piano salesman will persuade his prospect that a 
piano they have picked out together has a tone that 
seems to the customer more wonderful than that of 
any other piano, and if he misses this opportunity 
he may never get the same thing again. That in 
duces that customer to take that particular piano 
then and there. There are innumerable other argu 
ments that seem to place the customer in a class by 
himself and offer some special condition or value that 
must be seized by immediate action or it will be gone 
forever, and so the will is influenced to immediate 
action. Closing orders is a matter of working up 
enthusiasm to the boiling point and then quickly 
forcing decision. 

Letter to Clinch Approval Orders 

Good letters to clinch orders are not common. 
When an approval order comes in the salesmanship 
must be continued until the money is paid, but in a 
more subtle manner. The following has been used 
with success by an American correspondence school 
(personal signature of the author of the system), 
when sample books on Business Correspondence have 
been ordered on approval with deposit of $1, subject 
to return: 
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Dear Sir: 

I have received the dollar you sent, and enclose the 
first instalments and full outline of the Smart System. 

Notice 

1. There are no lessons or exercises to prepare. 
You apply the suggestion directly to the letters you 
are writing every day, and if you wish you may 
send two bundles of carbon copies to me for criticism. 

2. If you want help on special letters, I will either 
rewrite entirely one or two letters, or give you twice a 
general criticism of your follow-up system. This 
service is worth twice the cost of the system. 

I can't teach you how to run your business. But I 
do know what human nature is, and how to line up 
words so they will make people send you business, so 
far as any words will do it. Let me add my general 
knowledge to your special knowledge and win. 

Send the remaining $9 today and let us get to 
work. If you prefer, you may send $2 now, and $3 
a month till you have paid $12 in all. 

A prompt answer will be appreciated. 
Cordially yours, 

This letter is followed by an invoice, and a week 
later by the following letter: 

Dear Sir: 

Please let me know by return mail whether you 
will keep the books of the Smart System in Business 
Correspondence which you have already received, and 
will remit for the balance. If I do not hear from you 
within a week, I shall assume that you want me to 
draw on you. 
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Thousands of business men arc testifying to the 
genuine value of this work, and my services as a 
letter-expert are worth more than the $10 the System 
costs. 

Cordially yours, 

P. S. If you will mail a cheek this week, I shall 
be glad to send you without charge any one of my 
new books Dictionary of Errors, How to Read and 
What to Read, or Business Letter Writing. Let me 
know which you prefer. 



